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Rough Proofs 


The Consumers’ Council of the 
Agricultural Adjustment Adminis- 
tration has announced that adver- 
tising bread adds nothing to its cost. 
At last advertising’s Daniel has 
come to judgment. 


LEADS PUBLISHERS AGAIN 


7 7 ¥ 


Having society girls walk up and 
down the avenue in smart clothes, 
remarks Ben Lichtenberg, is not 
public relations. No, but some of 
them make mighty nice private 


ones. 
7 | 


Hardest assignment for art direc- 
tor: picturing a guy who has just 
been rudely waked by an advertised 
alarm clock rolling out of his downy 
couch with a great big smile. 


vyv¥ey 


William B. Warner, McCall Corporation, 
who was re-elected president of National 
Publishers Association. (Story on Page 6.) 


Henry Ford makes the shortest 
speeches on record, but he wasn’t 
willing to risk $100,000 on the 
chance of being able to get a word 


2 
to the world’s series crowd in edge- Brunswick Expected 
wise. 
e 
- _|fo Fight Charges 
Gladys, the beautiful receptionist, 
wonders why they don’t combine 
the slogans and say, “When more Brought by FIC 
beautiful Buicks are built, Buick 


will build them.” 
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Bowling Promoter Ac- 
cused of Monopoly in 
Pin Game 


. ¥.F 


Instead of weakening the Yan- 
kees, Col. Ruppert sagely remarks, 
why not build the other clubs up to 
their strength? Sounds like a good 
idea for advertisers as well as ball 
clubs. 


Washington, D. C., Oct. 5.—Faced 
with Federal Trade Commission 
charges that it has engaged in un- 
fair competitive practices, Bruns- 
wick - Balke - Collender Company, 
Chicago, will not only deny that 
it has perpetrated any unlawful act 
but will also marshall a host of ex- 
perts to testify that the company’s 
progressive merchandising methods 
have created an army of bowling 
“rookies” whose enthusiasm for the 

Somebody is always taking the| pin game has brought unparalleled 
fun out of life. Now comes an elec- | prosperity to the industry. 
tric pop-corn popper which will| This view was taken here today 
produce pop-corn “without shaking, | by an observer who has been iden- 
stirring or agitating.” tified with bowling for several dec- 
ades. The Red Crown Bowling 
Sweepstakes, the center of the 

“I looked back of my Hartford | charges filed by the FTC, was suc- 
policy and I found good news.” cessful not only from the manufac- 

At least he found out that it’s|turer’s viewpoint, but from that of 
sometimes possible to read the fine | the proprietor of the bowling alley, 
} print in an insurance policy. he said. The second contest, held 
in 1938, was entered by 95 per cent 
of those who participated in the 
| Season’s note: Manly vigor in the | first, and by a large number of 

advertising is now pictured by a a om — it eclipsed the 
| handso inn irst in popularity. 
down . hen a Ge a The preface to the complaint filed 
digging divots on a fairway by the Federal Trade Commission 

' seemed to indicate that any contest 
designed to stimulate sale of mer- 
chandise is illegal. The detailed 
charges, however, dissipate this pos- 


ee 


There is no riskless investment, 
points out Metropolitan Life. Unless 
you except the wise man who in- 
vests in advertising to tell other 
people exactly how to locate it. 
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Ifa few more of those questions- 


and-answers programs are put on 


ie ; aaah te’ ta 
the air, the sum total of all human sibility, ee ae 27) 
. knowle : : (Continued on Page 
‘nowledge will be speedily added| onan c 
up. — 
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7, V ¥ 
Mrs Hortense Odlum says the Ad-libbing Ae Pee a 12 
way succeed in retailing is to | Basic Business Index...... . 28 
i customers as if they were |Coming Conventions 26 
pel ge home. Like the spe- Earnings of Advertisers 24 
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NBC Establishes 
New Code for 


Juvenile Programs 


Rules Will Govern Pre- 
mium Offers and Com- 
mercials 


New York, Oct. 6.—Sharply curb- 
ing appeals directed at mothers 
through their offspring, National 
Broadcasting Company has adopted 
a new code for juvenile programs, 
affecting both commercials and the 
show itself. Under the new ruling, 
NBC restricts indirect appeals to 
one per program and establishes a 
censorship over premiums. Gifts 
to be offered must have the net- 
work’s approval. Characters. in 
programs may not make commer- 
cial appeals to children. 

The new order is intended to re- 
move most of the “horror” from ju- 
venile shows, and to base all com- 
mercials on the spirit of fair play. 
Said National Broadcasting Com- 
pany in its announcement to agen- 
cies and advertisers: 

“It is consistent that fair play 
and considerate behavior be re- 
flected through the commercial 
copy as in the script itself. Advice 
‘to be sure to tell mother’—‘ask 
mother to buy’—‘tell mother to 
listen to the radio’ must be limited 
to once in the program. 


Alienation Is Feared 


“The child is more credulous, as 
a general thing, than the adult, 
therefore the greatest possible care 
must be taken in commercial copy 
on children’s programs. When 
promises are made as to the bene- 
fits to be derived from use of the 
product advertised, it will be nec- 
essary to submit proof that such 
promises can be kept. 

“It is believed that the adver- 
tiser may ultimately alienate a por- 
tion of his audience by consistently 
urging the child to prevail upon his 
family, friends and neighbors to 
collect box tops or wrappers. It is 
possible also that the child, in his 
quest of such material, may be 
faced with some element of danger 
in approaching neighbors or others 
whom he does not know. 

“Appeal may be made to the 

(Continued on Page 26) 


Fair Trade Study Ditched 
For ‘Monopoly’ Quiz 


ACHING FOR ACTION 
LOWELL THOVAS Sean 


“HERES NEWS | 


tea 


tie Meparses tee Rane oft 


peamer gives es Uents tenet 
NEW Deb scrtee 
Por tose 


First advertising copy announcing the 

1939 De Soto line will carry a keynote of 

breathless excitement, with Lowell Thomas 

acting as the purveyor of spectacular 
new car news. 


Radio, Newspapers 
Used for Teel 
in Chicago Test 


Cincinnati, Oct. 6.—First news- 
paper advertising for Teel, new 
liquid dentifrice of Procter & 
Gamble Company, broke in Chicago 
newspapers today, asserting that 
“Amazing new discovery brightens, 
beautifies and cleans teeth to star- 
tling brilliance.” A box carried the 
claim that since Teel is a_ liquid, 
“You can see it contains no abra- 
sives.”’ 


Sample Is Offered 


Radio advertising began several 
days ago, following completion of 
distribution in the Chicago area, to 
which the test is confined for the 
present. Newspaper copy contains 
a hidden offer of a 30-day supply 
free to those addressing Teel, P. O. 
Box 629, Cincinnati. 

The newspaper advertising is not- 
able for lack of prices, reported to 
be 10, 25 and 50 cents. H. W. 
Kastor & Sons Advertising Company 
is handling the account. 


Flashes 


First National Campaign for Gold-N-Rich Cheese 
Chicago, Oct. 7.—Following successful test compaigns in New York, 

Pure Milk Cheese Company will launch its first national campaign for 

Gold-N-Rich cheese in January. A large list of newspapers, The Ameri- 


can Weekly and This Week will be used. Ruthrauff & Ryan is the 


agency, Wanda Weaver, the account executive. 


Will Promote New Uses for Rubber 
Washington, D. C., Oct. 7.—An advertising and nicrchandising pro- 


gram to popularize new uses for rubber is being formulated here, it 
was learned today, by the Crude Rubber Development Bureau, estab- 
lished by W. S. Lockwood, formerly with the Bureau: of Foreign and 
Domestic Commerce as a rubber expert in the Far East. Headquarters 


are in the Munsey bldg. 


International Shoe to Westheimer 


St. Louis, Oct. 7.—International Shoe Company today appointed 
Westheimer & Co. as agency for its Queen Quality and Winthrop divi- 
sions. Campaign plans are still in the formative stage. 


Spud Seeks Popular Price Honors 


Louisville, Oct. 7.—Axton-Fisher Tobacco Company will launch a 


sold below 15 cents a package. 


the agency. 


newspaper and magazine campaign next week announcing a reduction 
in price for Spuds to the level of the “Big Three.” Spuds have never 
Lawrence Gumbinner, New York, is 


FTC and Department 
of Justice to Sift Laws’ 
Effects 


Washington, D. C., Oct. 6.—The 
exhaustive survey of the results of 
state price maintenance legislation, 
launched several months ago as a 
Works Progress Administration 
project, has been practically aban- 
doned, it was learned today, and 
the investigation will instead be in- 
corporated into the activity of the 
Temporary National Economic 
Committee set up by Congress to 
study monopoly in business. 

The WPA project will be con- 
tinued merely as a compilation of 
the laws themselves, although orig- 
inally it was expected that factual 
data would be uncovered on how 
these laws affected the whole eco- 
nomic picture: trade between states, 
prices to consumers, effect on fed- 
eral anti-trust laws, Federal Trade 
Commission rules and regulations. 
As yet, the O’Mahoney committee 
has made no definite plans as to 
methods of carrying out the study 
but it is generally expected that the 
Federal Trade Commission and De- 
partment of Justice will perform 
the chief work in summarizing the 
economic ..effect of various state 
marketing laws. 


Significance Stressed 


Qualified observers here place 
great emphasis on the significance 
of the entire investigation and its 
long-range effects. The monopoly 
study as a whole is intended to dis- 
close faults in the economic system, 
There is, for instance, no question in 
the minds of government legal and 
economic experts that such a law 
as the Tydings-Miller resale price 
maintenance act strikes at and viti- 
ates important provisions of the 
Sherman and Clayton anti-trust 
Statutes. Yet the Tydings-Miller 
act is constitutional according to 
those who believe in broadening 
federal control even over what the 
Supreme Court has consistently 
ruled is intrastate commerce. When 
the court held constitutional the 
Hawes-Cooper and Ashurst-Sum- 
ners acts, relating to the power of 
the federal government to protect 
individual states from competition 
from convict-made goods shipped in 
from another state, it upset an old 


(Continued on Page 27) 


Institutional Copy 
Extended by A&P 
to 1,300 Papers 


New York, Oct. 6.—Expanding its 
campaign in defense of chain stores 
to cover every city in which it oper- 
ates, the Great Atlantic & Pacific 
Tea Company today began placing 
institutional copy in 1,300 newspa- 
pers in 39 states. The message is 
essentially the same as that which 
ran Sept. 15 in nine Eastern cities. 

Meanwhile, indications are that 
the Institute of Distribution will 
join the attack on the Patman anti- 
chain proposal. The board of direc- 
tors of the institute met here yes- 
terday and discussed a public rela- 
tions effort. “Very real progress” 
was the only comment officials 
would offer. 
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Stress Marketing 
Opportunities in 
Latin America 


Export Advertising Men 
See Outlets for U. S. 
Products 


New York, Oct. 5—A _ glowing 


picture of export advertising oppor- 
tunities 


in South America was 
painted this week 
by two expert 
observers who 
predicted con- 
stantly expand- 
ing markets for 
products bearing 
» the U. S. label. 
- Joseph D. Bohan, 
sales manager of 
the Centaur 
Company, pre- 
sented the story 
before the Export Advertising As- 
sociation, while Thomas L. Bar- 
rett, managing director for N. W. 
Ayer & Son in South America, of- 


J. D. Bohan 


| 

|fered his observations as he em- 
barked for Buenos Aires after a 
business visit here. 

Mr. Bohan, who recently returned 
|from his third trip to South Amer- 
|ica in the past four years, declared 
|that tremendous strides have been 
'made in advertising in Argentina 
and Brazil. Layouts in class A 
papers in major cities, particularly 
Buenos Aires and to a lesser degree 
in Rio de Janeiro, compare favor- 
ably with those available in publi- 
cations in this country, he said. 

The speaker pointed out that the 
development of advertising methods 
in South American cities has not yet 
spread to outlying districts, where 
only the most primitive practices 
are feasible today. Radio in Argen- 
tina has become commercially im- 
portant, and one drug company 
spends about $13,000 a month in 
the medium. Buenos Aires stations 
reach the market in Uruguay. 
Radio in Brazil has not achieved the 
standard set by Argentina, he dis- 
closed. 


Urges First-Hand Study 


Mr. Bohan stressed the impor- 
tance of agencies and manufactur- 
ers sending advertising men and 
women to South America to gain 
first-hand information as to market 
possibilities. “Export managers fre- 
quently visit South America,” he 


said, “but many of those responsible 
for the advertising have only 
second-hand knowledge of the prob- 
lems.” 

General business prospects in 
Brazil are fair now, he declared. 
Argentine business is off about 10 
per cent from a banner 1937, but 
the country has never experienced 
two bad years in a row and 1939 
should be an exceptionally good 
year, he pointed out. 

In answer to a question, the Cen- 
taur official expressed belief that 


American advertisers in Latin 
'America should localize their ap- 
peals as far as possible. Both 


Argentina and Brazil are extremely 
nationalistic countries and export 
advertisers should endeavor to 
make their copy conform to that 
used by local advertisers. 


Production Setup Good 


Mechanical facilities for produc- 
ing advertising are first class in 
major cities, particularly Buenos 
Aires, Mr. Bohan said, and com- 
mendable art work can be produced 
locally. He added that there is a 
possibility that South American 
countries will follow Canada’s lead 
in imposing duty on the cost of art 
work imported for advertising pur- 
poses, in which case the importance 
of being able to use local facilities 
will be enhanced. 

A visitor at the meeting was 
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stock products, 


cotton subsidies a 


market place for 
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A Good Market 


— The Rural South 


148.1 


148.0 
14.2 53 


nd for other forms of cooperation, 


manufactured goods. 


WO-yr °37°38 "37 ‘38 10-yr 
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ECIDEDLY better than average production for all crops except 
cotton, even better than 1937 for all important crop groups except 
cotton and tobacco, 


Plus a probable $600,000,000 or more from the sale of livestock and live- 
Plus several hundred millions from Federal payments for soil conservation, 


Assures farmers of the South of approximately two billion dollars in cash 
for their efforts in 1938. 


Two billions of dollars in cash on the farms of fourteen states make a good 
In increasing numbers manufacturers 
are finding that the best way to influence this strong rural market in the South 
is through Progressive Farmer with its economy of coverage (more than 960,000 
net paid circulation) combined with that strong local influence resulting from 
its publication in five separate editions edited from its local offices— 

Raleigh, Birmingham, Memphis and Dallas. 
ket of the South choose Progressive Farmer. 
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‘3738 


For the strong rural mar- 


PRODUCTION OF VARIOUS CROPS IN THE FOURTEEN SOUTHERN STATES 
1938 COMPARED WITH 1937 AND 10-YEAR AVERAGE (1927-36). 


10-yr WO-yr 3738 O-ye 3738 
Avg Avg Avg Avo Avg 
VEGETABLES ORCHARD CROPS MISC. CASH CROPS COTTON TOBACCO 
- 
\ CHICAGO 


Cand Southern Ruralist 


M RALEIGH MEMPHIS 


DALLAS 


VICTOR DOG TO BREAK LONG SILENCE 


== 


The famous Victor dog, who has listened to "His Master's Voice” for so many 


years, will soon do a little speaking or crooning on his own. 


The big fellow, 


looking down on George K. Throckmorton, president of RCA Victor, was created 

as part of RCA Victor's 40th anniversary promotion, and is equipped with 

a loudspeaker larynx through which records and broadcasts may be played for 
sidewalk demonstration. 


—_ —i- - -— _ — — 


Charles Munroe, head of his own 
agency in Havana, Cuba. He re- 
lated some of the efforts being made 
in that country to improve adver- 
tising practices. A Cuban Associa- 
tion of Advertisers is in its third 
year of operation, and has suc- 
ceeded in establishing an audit sys- 
tem to take the guesswork out of 
circulation figures. An Association 
of Advertising Agencies has also 
been formed, with Mr. Munroe as 
president, and has made progress 
in stamping out trade evils. 


Sees Rosy Prospects 


Government stability, improve- 
ment in general business, and a 
growing friendliness toward the 
United States are opening up wider 
markets for U. S. goods in the Ar- 
gentine and other South American 
countries, according to Mr. Barrett. 

“Last year was one of the most 
prosperous in the history of the 
Argentine,” said Mr. Barrett, who 
has been directing Ayer’s South 
American activities for eight years. 
“Indications are that this year will 
be almost, if not equally, as good. 
One of the main reasons for exist- 
ing good conditions is the stability 
of the present government which 
is doing everything in its power to 
develop natural resources, increase 
foreign trade, and enhance the 
world standing of the nation. 

“A new road building program 
calls for an extensive network of 
concrete highways linking every 
section of the republic. Some of the 
roads are already built and in use, 
while others are under construction. 
Increasing the accessibility of the 
hinterland will be as important as 
opening up a whole new country, 
with entirely new markets for auto- 
mobiles, machinery and manufac- 
tured goods. There will be the 
same opportunities in the Argentine 
as there were in the United States 
when the establishment of a hard- 
surfaced road system brought resi- 
dents of the most remote districts 
close to the business and shopping 
centers.” 

According to Mr. Barrett, the 
Argentine is a particularly respon- 
sive market. 

“The people are not set in their 
ways,” he pointed out. “They are 
‘ager to try anything new which 
night offer advantages over the old 


|methods of doing things. They have 


all the vigor and enthusiasm of a 
‘new’ country. Not bound by cus- 
tom and tradition, they are willing 
to be influenced in their buying 
habits by intelligent, well-planned 
advertising.” 


McCarthy Adds Winston 


Leonard F. Winston has joined 
Ray McCarthy Advertising Service, 
New York, as radio director and ac- 
count executive. 


Weadon Shifts 7 


Emile Weadon, formerly with 
Pictorial Review, has been appointed 
to the advertising staff of Good 


Housekeeping, New York. 


\RCA Dealers Toss 


Ciphers Around 
with Dexterity 


New York, Oct. 5.—RCA Manufac- 
turing Company has spent almost 


$15,000,000 in advertising the RCA § 


Victor trade-mark during the past 10 & 


years, it was revealed here today at © 


a luncheon to announce winners of 9 
an “Ad Guessing” contest among 7 
dealers. The contest was held in © 
connection with the introduction of 
the new RCA Victor radio tube. 

Five dealers who guessed that 
$15,000,000 has been spent in the 
past decade in advertising the RCA 
name shared first prize, each receiv- 
ing $1,000 in RCA merchandise. The 
exact amount spent during the 
period was $14,999,486.72.  Esti- 
mates by dealers ranged all the way 
from $1,034 to $80,000,000. 

It was pointed out that the new 
tube will not replace either the 
Cunningham or Radiotron tube, but 
will be an addition to the line. 
Within two months, 5,000 franchises 
for the new product have _ been 
granted, and 1,500,000 tubes sold to 
dealers. 


Miss Walsh Promoted 


Lillian Walsh has been appointed 
promotion manager for the classi- 
fied advertising department of the 
New York Journal-American, suc- 
ceeding Larry Kraft who has been 
appointed general promotion direc- 
tor of Washington Herald-Times. 


Names Leo Burnett 


Brown Shoe Company, St. Louis, 
has appointed Leo Burnett Com- 
pany, Chicago, as agency for its Air 
Step and Naturalizer shoes for 
women and Buster Brown shoes for 
children. The agency also handles 
advertising for the company’s men’s 
shoes. 


® Thousands of ready-to-us? 
illustrations, on all subjects 
are available for your inspe™ 
tion. Write, wire or phone -- 


KAUFMANN & FABRY C® 
425 S. Wabash Ave.®Chicag? 
PHONE HARRISON 3135 


106 West 43rd st. NEW YORK 
Phone Gryant 9- 
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client — who has hesitated to use radio because 
you have envisioned large expenditures for time 


and talent. 


answer. Spot offers you the full selling power of 
radio at an expenditure which can be as modest 


as you choose. 


much to you, station choice is doubly important. 
The experienced, capable management of these 


stations is success insurance for your radio plans. 


= you are an advertiser—or you have a 


If so, spot broadcasting is your most logical 


Because your first step into radio will mean so 


THE YANKEE NETWORK 
THE COLONIAL NETWORK 
TEXAS QUALITY NETWORK 


WSB Atlanta NBC 
WAGA! Atlanta NBC 
WFBR Baltimore NBC 
WAAB | Boston MBS 
WNAC| Boston _ NBC 
WICC Bridgeport NBC 
WEBR | Buffalo NBC 
WBEN Buffalo NBC 
WGAR| Cleveland CBS 
WFAA | Dallas NBC 
WBAP | Fort Worth NBC 
KVOD Denver NBC 
WIR Detroit CBS 
KPRC Houston NBC 
WFBM | Indianapolis CBS 
WDAF Kansas City NBC 
‘KARK | Little Rock NBC 
KFI Los Angeles NBC 
KECA Los Angeles NBC 
WHAS | Louisville CBS 
WLLH Lowell-Lawrence| MBS 
WTM]J Milwaukee NBC 
KSTP | Minneapolis-St.Pau]] NBC 
WSM Nashville NBC 
WSMB | New Orleans NBC 
WHN New York NBC 
WTAR Norfolk NBC 
KGW Portland, Ore. NBC 
KEX Portland, Ore. NBC 
WEAN | Providence NBC 
WRTD | _ Richmond, Va. NBC 
KSL Salt Lake City CBS 
WOAI San Antonio NBC 
KOMO| Seattle NBC 
KJR Seattle NBC 
KHQ Spokane NBC 
KGA Spokane NBC 
WMAS|_ Springfield CBS 
KVOO | Tulsa NBC 
KFH Wichita CBS 
Also 


Represented throughout the United States by 


INCORPORATED 


NEW YORK e CHICAGO e 
LOS ANGELES e SAN FRANCISCO 


EDWARD PETRY & CO. 


DETROIT 
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October 10, 19% 


Ballantine Starts 
Record Drive 
in Newspapers 


Newark, Oct. 6.—P. Ballantine &| 
Sons will launch the largest cam- 
paign in its history next week for 
its beer and ales, company execu- 
tives said today, with the major 
portion of an increased budget being 
devoted to newspaper copy. 

Insertions will average 600 lines 
and will appear throughout the year 
in 150 newspapers in 110 cities. 
Outdoor advertising and some mag- 
azine space will also be used. 


The most recent campaign closed 
in September. 


The American Family 
Is LOOK’s Editorial “Jury” 


Colombia, 


From Barranquilla, 
Look’s picture story “When a Bull Tram- 


ples a Matador.” Henry Boschen, 


camera caught these pictures, is typical of 


| will cover 40,000 alcoholic beverage 
Sales have been on) 


came 


‘the upswing, it was reported, with | 
| this 
| sponding increase in the advertising 


increase justifying a corre-| 


budget. 
J. Walter Thompson Company is 
the Ballantine agency. | 


“Cellar” to Appear | 
in Sacramento | 

Cellar, a new publication covering 
the California distilled spirits, wine 
and malt beverage industries, will | 
make its first appearance at the end | 
of October. It will be published by 
the Capital Press, Sacramento. Sher-| 
man Paddock is manager; Charles | 
L. Henson, advertising manager, and 
Car] Panattoin, business manager. | 

Circulation will be controlled and | 


licensees in California. 


whose 


* ae ss 


ADVERTISING AGE 


Tide Water Jesues 
New Edition of 
30,000,000 Stamps 


Los Angeles, Oct. 6.—wWith its 
first edition of 20,000,000 “stamps of 
the West” exhausted, Tide Water As- 
sociated Oil Company today began 
distribution of a second edition of 
30,000,000 to dealers in the 
Western states. N. A. McKown, as- 
sistant advertising manager, said 


that the campaign, launched last) 


June, has proved one of the most 


| successful in the “-ompany’s history. 


The pursuit of stamps intrigued 
motorists largely because it assumed 
the aspect of a game. Tide Water 


seven | 


printed 100 highly colored stamps, 
of which only 22 were general and 
the remaining 78 localized. Each 
motorist was given an album for a 
certain minimum purchase of the 
company’s products, and was 
warned that the only way he could 
get hold of the local stamps was to 
visit the territory or get them 
through an agent. Of the general 
stamps, one is issued weekly so that 
the driver has to buy Tide Water 
products at least once a week to 
stay in the race. The campaign ends 
Nov. 15. 


Atlantic Names Ayer 

Atlantic Products Corporation, 
Trenton, N. J., travel bags, has ap- 
pointed N. W. Ayer & Son, New 
York, as advertising counsel. 


-|“‘suecess story” campaign appear. 


Philip Morris q 
Flaunts Sales Rise 
in Fighting Copy 


Latest Data Show; 


Curve Is Still on Up. | 


ward Swing 


New York, Oct. 5.— Publication 
of government figures on Cigarette 
production for the first eight months 
of 1938 has given Philip Morris % 
Co., Ltd., fresh ammunition for the 


ing currently in metropolitan news. 
papers. 

When the current drive started 
early in September, the copy theme 


was that Philip Morris had an in. | 


crease in sales for the first seven 
months of the year four times 
greater than all other brands com- 
bined. Today’s copy flaunts the 
headline: “Still Soaring,” and the 
text reads: 

“Latest government figures, for 
the first eight months this year, 
show that, while all other cigarettes 
combined actually lost hundreds of 
millions, Philip Morris is now more 
than 12 hundred million ahead of 
1937.” 

Cigarette production in the eight- 
month period was 109,521,000,000. 
This is said to be an increase of 


about 1,038,000,000. Without Philip 


Morris’ 1,200,000,000 increase, it ap- 
pears that the combined total would 
have been less than last year. 
While no official statistics are 
available to compare the sales of 
individual lines, it is generally be- 
lieved in the tobacco industry that 
Philip Morris is definitely ahead of 
Old Gold. Camel is in top position, 
with Lucky Strike second and Ches- 
terfield third. Some idea of the 
comparative standing of the leading 
makes can be obtained from the fol- 
lowing estimates by a reliable 


source: 


Camels are selling at the rate of 


about 42 billion per year; Luckies, 


40 billion; Chesterfields, 38 billion; 
Philip Morris, 10 billion; and Old 
Gold, eight billion. 


Five Name Mayers 


The Mayers Company, Los An- 
geles, has been appointed to han- 
dle the accounts of the following 
Los Angeles companies: S. & M. 
Lamp Company, Sillers Paint & 
Varnish Company, Superior Maca- 


HEN there is any question in Look 
editors’ minds as to the degree of 


roni Company, Servex, Inc., and 
Premier Garment Company. 


Kondon Plans Drive 


the many free lance and professional pho- 
tographers, throughout the world, who 
contribute pictures to Look. They submit 
over 5,000 pictures weekly. 


readership 


appeal of a picture story Look editorial 
researchers take the problem to the 
family “jury.’’ Men, women and children 
study advance paste-up pages of the fea- 
turé and render the “verdict.” LooK edi- 
tors abide by their decision. On the basis 
of these findings the picture story is pub- 
lished or killed. Through this constant 
pre-testing LooK’s cover to cover family 


maximum audience for every picture 
story and every advertisement. 


is maintained delivering a 


LOOK leads all magazines in newsstand sales. 
LOOK averaged 1,555,000 buyers, per issue, at 10c 
a copy, for the first 6 months of 1938—more news- 
stand buyers than any other magazine. 


schedule consists of The American 


Associates, Minneapolis, is in charge. 


Kondon Mfg. Company, Minneap- 
olis, will launch a campaign early 
in November for its nasal jelly. The 


Weekly, The Saturday Evening Post 
roni Company, Servex, Inc., and 


— 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacture 
most direct method of contact at lowes! 
cost with largest bona fide list. (Adve 
tisement.) 
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WANTED! I 
$17,000 REWARD!) § 


Z 
7 7, 


Ml 


MRS. MARY SWEENEY, 


alias Mary the Meal Planner, Helen the Housewife, Florence 
the Food Buyer, Kitty the Consumer, Martha the Mother. 


DESCRIPTION: 


Age: 25 years. 

Height: 5/-6”. 

Weight: 130 pounds. 

Wears size 18 dress. 

Light blonde hair, always waved. 

Native-white. Married. Housewife. Two children. Owns 

own home, car, radio, sewing machine. Does her own washing, 
marketing, meal planning, cooking. Rapidly learning to smoke 


~~ REMARKS: 


Mrs. Mary Sweeney is one of a band of 8,000,000 women 
consumers now at large throughout America. She is closely related 
to that giant branch of the Sweeney family recently apprehended 
by a leading New York newspaper. 


IDENTIFICATION MARKS: 


These 8,000,000 women may be identified by their five 
common characteristics—sex, style, sewing, spending, and 
Simplicity. They are slightly touched on the subject of anything 


————a—Xva—Osl—X—X—lll____s_—____ 


that will make them, their tables or homes more attractive. Each 
and every one is an avid reader of Simplicity’s PREVUE Magazine. 
*(See page 8, column 5, this issue.) They can be trailed 
easiest by the $8,000,000 they leave yearly on retail counters 
as the result of reading this publication. 


RECORD: 


In 1937, these 8,000,000 women spent $2,597,000,000 for 
food ; $392,000,000 for drugs; $99,000,000 for cosmetics; bought 
48,000,000 patterns; and hundreds of millions of dollars in piece 
goods, notions, trimmings, and accessories, as well as all kinds 
of home furnishings and appliances. 


$17,000 reward in reduced advertising costs, will be paid 
advertisers for the apprehension of these 8,000,000 women and 
Mrs. Sweeney. (Further details on request.) 


“WHAT MAKES WOMEN BUY,” a quick presentation 
and the key to this entire situation, as well as a great aid in 
planning effective means of capturing these women, will be 
brought to your office for group meetings. Or it may be 
viewed at our informal weekly “Luncheon Lineups" in New 


York and Chicago. ' 


DEPARTMENT OF JUSTICE FOR NATIONAL 
ADVERTISERS 


c/o Simplicity’s PREVUE Magazine 
200 Madison Avenue New York, N. Y. 
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Warner Re-clected 


President of 
Publishers’ Assn. 


(Picture on Page 1) 
Skytop, Pa., Oct. 6.—William B. 
Warner, McCall Corporation, was 
re-elected president of the National 
Publishers Association at the 19th 
annual meeting which came to a 
close yesterday. During the two- 
day gathering, attended by 68 mem- 
bers and guests, business was con- 
fined to a_ single closed session 
Tuesday morning, and the rest of 
the time was devoted to golf, tennis 
and a varied entertainment schedule. 
All of the association officers 
were re-elected with President War- 


ner. They include Walter D. Fuller, 
Curtis Publishing Company, and 
|Mason Britton, McGraw-Hill Pub- 
‘lishing Company, vice-presidents; 
_Arthur S. Moore, Hearst Magazines, 
/ treasurer, and Francis L. Wurzburg. 
Conde Nast Publications, secretary. 
G. C. Lucas continues as executive 
secretary. 

New members elected to the 


selman, the Chilton Company, Al- 
bert E. Winger, Crowell Publishing 
Company, and N. L. Wallace, Time. 
| Re-elected to the board were Albert 
L. Cole, Popular Science Monthly; 
Roy Dickinson, Printers’ Ink; Henry 
Lee, Simmons-Boardman Publishing 
Corporation, and E. L. Shaner, Pen- 
ton Publishing Company. 


board of directors were C. A. Mus- | 


and pending, occupied a large part 
of the business session. Mr. Fuller 
reported for the general legislative 
sommittee and Earl H. McHugh, 
dearst Magazines, for the committee 
gn advertising legislation. Guy L. 
Harrington, Macfadden Publications, 
reported for the committee on labor 
and paper and Marvin Pierce, Mc- 
Call Corporation, for the copyright 
committee. 


To Bell & Howell 


Robert H. Unseld, a former Amer- 
ican vice-consul in Surabaya, Java, 
has been appointed assistant adver- 
tising manager of Bell & Howell 
Company, Chicago. Roy F. Scott 


| has been named assistant manager 


of the sales department educational | 


division, and P. N. Burton has been 


A discussion of legislation, passed | added to the division. 


Appropriation Doubled 


for Matletex Suits 


West Coast-Manchester Mills, Inc., 
Los Angeles, manufacturer of Matle- 
tex swim suits, has doubled its ap- 
propriation for 1939. Magazines 
scheduled include Harper’s Bazaar, 
Hollywood, Life, Motion Picture, 
Movie Story and Vogue. Business 
papers and direct mail will also be 
used. 

Hillman-Shane Advertising 
Agency, Los Angeles, is in charge. 


G. O. A. Names Two 


R. E. Melcher has been appointed 
manager of General Outdoor Adver- 
tising Company, Birmingham, Ala., 
and G. V. McDermott has been 
named to the same post in Louis- 
ville, Ky. 
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THE THREE HUNDRED AND SIXTY-FIFTH WOMAN'S DAY 


With the October issue, WOMAN'S DAY enters its second year, completing its three hundred 
and sixty-fifth day of service to woman readers ¢ During its first year, WOMAN'S DAY has 
tried to give editorial expression to its name, by printing only material that lightens a woman's 
day every day in the year e WOMAN'S DAY has reached a paid circulation of one million 
copies, although its distribution is confined to about 12,000 outlets—A & P Food Stores whose cus- 
tomers are its readers ¢ Are you advertising to housewives who are paying, buying customers? 


WOMAN'S DAY 


STORES PUBLISHING COMPANY, 67 WEST 44TH STREET, NEW YORK + COMMERCIAL TRUST BUILDING, PHILADELPHIA + 360 NORTH MICHIGAN AVENUE, CHICAGO 
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Advertisers Watch 


Developments in 
the Tower Case 


New York, Oct. 6.—That nationa) 
advertisers are still greatly cop. 
cerned over the implications grow. 
ing out of the Tower Magazines cage 
now pending here in federal cour, 
became evident last week when Sty. 
art Peabody, of the Borden Com. 
pany, appeared before a closed ses. 
sion of the Association of Nationa) 
Advertisers at Hot Springs, Va., ip 
the dual role of ANA member ang 
director of the Audit Bureau of Cir. 
culations to present an informal re. 
port on the ABC’s version of the af. 
fair. 

There was no advance indication 


fore the convention in this connec. 
tion. 


following his talk, and ANA mem. 


unanimous in refusing to discuss the 
matter. 


ABC had released audit reports on 


verified Tower’s circulation claims, 
In a statement issued shortly after 


F. W. Woolworth Company, through 


ABC. In informal discussion at Hot 
Springs, several ANA members ex- 
pressed doubt as to whether audit 


der these circumstances. 


Agate Club Final 


With 40-41—81, E. A. Fox, Mac- 
fadden Publications, won low gross 
in the Agate Club’s final tournament 
of the season at Sunset Ridge Coun- 
try Club, Chicago, Sept. 30. A. H 
Moulton, Popular Publications, had 
low net, and H. E. Cole, American 
Magazine, second low gross. 

Foursome winners were 
lows: R. C. Husbands, Woman’ 
Home Companion; Thomas Ver- 
schuur, Frank A. Munsey Company 
O. A. Feldon, Liberty; Preston Weir 
Fortune; Frank Hunton, Popular 
Science Monthly; D. R. Matson, Col- 
lier’s; G. D. Crain, Jr., ADVERTISIN 
AGE. 
Badger, Woman’s Home Companion 


as fol- 


Causland, Butterick Company 
George Hadlock, Parents’ Magazine 
C. S. Ensinger, The New Yorker 
C. O. Husting, Time, and E. D 
Wheeler, 
Papers. 


Cazapra in Newspapers 

Julius Wile Sons & Co., Nev] 
York, liquor and wine importer, ha 
launched its first newspaper cam- 
paign for Cazapra dry French ver 
mouth. Cartoon advertisement 
will feature Cazapra as the ver 
mouth with a “flavor mellowed 
sunshine.” Compton Advertisiné 


New York, is the agency. 


that Mr. Peabody would appear be. é 


bers and officers of the ABC were q 


The Tower Magazines situation js J 
unique, federal authorities having 
secured indictments charging circu. } 
lation frauds amounting to about Bi 
500,000 copies per issue after the Im 


J. I. Marsh, Collier’s; George Mc- 


No official action was taken Im 


the publications’ circulation which ¥j 


the Tower indictment was returned, 
the ABC asserted it was unable to @ 
discover the alleged frauds because § 


whose stores Tower Magazines were ‘. 
sold, refused to open its books to the 


reports should have been issued un- i 


Fox Takes " 


The runners-up were J. Mi 


Gates List of Railroat 
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> BECORATING MAINTAINING - egmoot.ins 


= = SOLUTIONS OF PERSONNEL 
en ws PROBLEM TOLD BY LEADERS 


ence REALTE™ 


AG FURNISHING - DECORATING MAINTAINED 8 


rer |SPOTLIGHT IS DIRECTED ON 


era [MILLIONS BODGETED FOR '38 


= EXPANSION AND EQUIPMENT 


tr Starting From Scratch With th Bugs an a 


» FURRESHING - » DECORATING MAIN AINING 


S72 ACCIDENT LOSSES SURVEYED 


octane. tnapenss cn, Eee _ INTERVIEW OF MONTH Cette oe moo 


acm" FHA SEEN is FINANCE WELP Fé 


GENES BY 15-40 # 
RG 0 Making Molds Modern Motif \satm Ta. 


mn PUBLIC PAYS FOR COMEORT 


saat pallens To Reduce Your Security Tax Ma CoNTIOnNG 


HEN you consult your advertising agency, you obtain the counsel of profes- oes AN FOR EMPLOYE-DEMAND 


-" sional men whose business it is to have at their finger-tips complete and CHC BE modeling Results in Popularity Seater 
bear accurate information on the various media. While it is true that some manufac- 
un- | turers maintain a skilled advertising staff, most manufacturers do not have all | , 
had | the necessary data on hand to adequately decide or select the media best suited = oe a 
- \ for their particular market. By consulting your advertising agency, you receive seeerey UNIFORM NEEDS SURVEYED 
tol the benefits of the accumulated knowledge of a highly specialized service. There- “SE 2EE- cae am S005TS BROPTT som, OH 
jer- fore, before you advertise in the institutional market, consult your advertising 
rei agency regarding the monthly publication INSTITUTIONS. Your agency will Snptitutions 
- explain the advantages of the following pertinent factors. . . See Se ” . 
ne sore) “GREEN LIGHTS AHEAD! 
: . a MCAT EMM Establish Disinfectant Standards Sms ime 
LUON, © 
wc- 7A PLANNED EDITORIAL POLICY 55,000 COPIES MONTHLY 
on _  Editorially, the purpose of INSTITUTIONS is to serve its Each month INSTITUTIONS is read by over 55,000 equip- AIG 
_D readers. And in so doing, there has developed an intense, ment-minded buyers responsible for the equipping .. . furn- i 
roat") appreciative reader interest. This is conclusively evidenced ishing . . . decorating . . . maintaining . . . and remodeling aTe5 DAYS T0 SEPTEMBER! 
by the huge number of inquiries and comments received by of their institutions. These buyers fulfill the daily want- —_—  —— ——— 
5 our Readers’ Service Department. desires of millions of discriminating people. 
New} 
ve! JA SALES PRODUCER BACKED BY 50 YEARS’ EXPERIENCE aa , pr 
nent Garaen| WHAT $ NEW tcoirnter 
abs Not only does INSTITUTIONS promote the actual sales of In its 50th year of publishing service, DOMESTIC ENGI- 
ising} | products for the advertiser by keeping its readers informed NEERING COMPANY provides the background of experi- 
; 9 
a of modern institutional practices . . . but it produces thou- ence in the institutional field, which enables INSTITUTIONS BO CECORATON MAINTAMEONG,. RARCOELIM 
= sands of inquiries relative to new and improved products, to fulfill all basic qualifications for the effective institutional aes HOW T PRIENDLY 
which pave the way for additional sales prospects. advertising medium. — eau 0 Wi erin 


omen coms Further Business Gains Reported MHismmems Maas 


: a sunt MAGIC wis 
| ; UR PL er ora MIRRORS DISCOVERED a UN 
H : en “ae 
CONSULT YOUR ADVERTISING AGENCY ee aa 2 Hy 
FOR PROFESSIONAL COUNSEL CIRCULATION 
The | t of h l ~ Foretronts of “Institutions 
= Nan By AA . Kn of INSTITUTIONS Magazine 
tors in institutions through one May, 1938 (Audited by CCA) ee 
medium makes it possible for Hotels ... .. 8,725 exe 8 yl te 
, ® manufacturer to carry on a Hospitals and sanatoriums 6,113 é 
MY dominating advertising cam- , ; ; “heal ee Schools and colleges. 3,269 ae 
Feiss —— a a= outant. bs : i” SE ce Ge hdeinek dee ae 6,048 [ orau ) e 
ror instance a -page (tab- P “ a Homes: schools for deaf, TuINGS | 
loid size 10%4x15%&) costs only Complete Circulation Statement sy] blind, ecgtemne, ote... 1,882 
$595 on a 12-time schedule. ‘ Jails, houses of correction, 
This rate is just a little more and Rates sent upon request. penal institutions .... 3,241 
than the price of a 1¢ stamp . Government institutions. 639 
per reader. A budget-conscious 49. 4 CC os bees oe 12,492 
manufacturer can reach the é Building owners and 
—e ee all insti- ——_ ® SE vn seekaeees 3,094 
utions—for as little as $60 ~ Real Estate departments 
per month on a 12-time sched- (Audited by CCA) of insurance companies 76 
ule. ’ Steamship lines and 
ONE-TIME RATE g dining car systems... 108 
1/18 Page Standard % Power and gascompanies 287 
page DEE” séees $75 Outfitters or jobbers, and 
| 9 Page Standard %4 . their salesmen....... 3,610 
page 3;;x4%” ..... 135 Institutional departments 
2 9 Page Stand. % page of department stores. 132 
3%,x10” or 7x4%” Architects specializing in 
39 Page 1 column institutions.......... 
BieelB%” .......-. 335 . iat . = nufacturers and their 
49 he Standard page EQUIPPING - FURNISHING - DECORATING - MAINTAINING - REMODELING — and agents. . ie 
i .cebeseranes 420 _ — ~~ Becca e eee eeees 
Of PRAIRIE AVENUE 
Full ‘Page 10%ni8%4"... Sas .. CHICAGO, ILL. Published Monthly 
7 hed ~ "3 wy i.) 
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ADVERTISING AGE 


October 10, 1933 


Tiny Tots, Nursing 
Mothers Pitch in 
fo Sell Liquor 


The Sky's the Limit for 


| properties of the amber beverage, 
| the first insertion in the series pic- | nent men of the nation, “Why do 


Foreign Spirits Adver- 


tisers 


New York, Oct. 6—Women and 
children are frequently used to lend 
human interest to liquor copy in 
foreign lands, it was revealed here 
today in an exhibit of newspaper, 
magazine, outdoor and _ point-of- 
purchase advertising gathered from 
over 40 countries. 

Sponsored by Spirits, the exhibit 
represents a stark contrast to the 
comparatively mild, rigidly re- 
stricted liquor copy employed in 
this country. 

Many of the advertisements show 
tiny tots sipping a glass of beer, 
and an advertiser in Chile even em- 
ployed a dog licking the top of a 
brandy bottle to illustrate his copy. 
A Norwegian brewer based a whole 
campaign on the _ health-building 


turing a mother in a maternity 


help regain her strength. Athletes | 
are also used in the series. 


Anything Goes 


‘in Sweden asked a number of promi- 


you like beer?” Their answers were 


|ward of a hospital, using beer to| used in publication advertising in 


an institutional campaign for the 
whole brewing industry. A Dutch 
brewer produced a bridge score pad 


lof the exact size and shape as his 


An advertiser in Batavia, Dutch | beer bottle. 


East Indies, illustrates his promo- 
tion for “Haantje’s Extra Stout” 
with a native woman nursing her 
child. An advertisement which ap- 
peared in San Salvador shows a 


| young girl stretching to her tip-toes 


_————— 


to try and sip from a giant glass of 
beer. Therapeutic claims and su- 
perlatives of all sorts are freely 
used in most countries. 

Aside from examples of the type 
of liquor promotion prohibited in 
tn this country, the collection is in- 
teresting for many instances of 
uses of lighter-veined copy in spir- 
its advertising. Many of the situa- 
tions employed abroad could prob- 
ably be adapted to use in this coun- 
try without violating federal o1 
state regulations. 

The exhibit shows that foreign 
spirits advertisers are heavy users 
of point-of-sale and poster 
tising. Many of them also do im- 


such novelties as bridge score pads, 
menus, and liquor checks. A brewer 


Good Old Uncle Wang 


Family scenes are commonly used 
in whisky advertisements. A 
Shanghai insertion pictured a do- 
mestic scene of husband and wife. 
The copy read: “I haven’t seen 
Uncle Wang for the whole summer. 
It does not look nice to call on him 
with empty hands. But what shall 
I bring to him, my dear?” The help- 
ful wife replies: “You know he 
likes to drink. I would suggest that 
you bring him two bottles of | 
Johnny Walker whisky, which is | 
his favorite.” 


Open Until Oct. 12 


13th floor of 220 E. 42nd street, New 
York, and will be open from one to 
six every afternoon and until nine 


adver- | 
| Alexander, 
pressive jobs with brochures, and | 


o'clock Oct. 12. Among those ex- 
pected to see the display is W. S. 
administrator, Federal 


Alcohol Administration, who is in 
'charge of government regulation of 
liquor advertising in this country. 


@ As was to be expected, the people of New England had turned to meet the 


challenge of an 


Their task is big 
of 


and wire 


Because their native courage and ingenuity are backed by the 


consistent billion-dollar-a-year spendable income 


angry 
in terms of the 


household. 


Nature even before the 


commercial, and 


industrial 


. these 


clouds began to roll back. 


vast quantities of brick and wood and steel 


equipment. that are 


resources of a 


people are exception- 


ally responsive to the messages of manufacturers who can supply their needs. 


WTIC (The most popular station in the Southern New England area by 2 to 1) 


is doing the top rank job in selling merchandise in this great market. 


about your products? 


50,000 
WATTS 


The Travelers Broadcasting Service Corporation 
Paul W. Morency, General Manager e 
Weed & Company s 


Representatives: 


WTIC 


New York 


How 


HARTFORD, 
CONN. 


Detroit Chicago 


The exhibit will be held on the | 


Member N.B.C. Red Network and Yankee Network 


James F. Clancy, Business Manager 


| 


San Francisco! more 


—_——_=a 


BEER COPY, FOREIGN STYLE 


Banjak isteri-isteri tide soeka 
menetekkan anaknja lantaran 
aer soesoenja tida mentjoe- 
koepi. Saban doktor bilang 
bahoea tida ada jang lebih 
baik boeat baji itoe lain dari 


pada soesoe iboenja sendiri. 


Iboe jang sajang pada anaknja dan 
jang tahoe kewadjibannja sebagei 


iboe, moesti mendjaga soepaja 


aer teteknja tjoekoep. 


Minoemlah : 


This Dutch East Indies copy for stout indicates that censorship is but little of « 
problem to advertisers in this eouniey, 


Newspapers Asked 
fo Sell Space 
on Percentage’ 


Retailer's Proposal 
Draws Quick Reply by 
Publisher 


State College, Pa., Oct. 4.—A sug- 
gestion that newspapers sell adver- 
tising on the basis of a percentage 
of the results was offered at the 
eighth annual Institute for Retail 
Problems of the Pennsylvania State 
College here today, but was rejected 
summarily by the only publisher 
present. 

Albert Coons, vice-president of 
Allied Stores Corporation, presented 
the innovation, saying that an ob- 
jectionable feature would be re- 
moved by establishment of a mini- 
mum rate. 

“Publishers cannot sit in a poker 
game over your mistakes,” com- 
mented Col. Theodore Arter, of the 
Altoona Tribune. He added that 
publishers are striving to simplify 
their rate structures, realizing that 
a multiplicity of rates discourages 
adequate use. Above all, he said, 
the newspaper has plenty of trou- 
bles of its own without attempting 
to become a partner in the retail 
field. 

H. W. Stanley, director of the 
trade extension bureau of the Pitts- 
burgh Chamber of Commerce, said 
that recent developments have em- 
phasized competition between cities, 
jrather than between merchants in 
'a given town. 
| Q. Forrest Walker, 
| R. H. Macy & Co., New York, spoke 
on his favorite subject, urging re- 
peal of fair trade laws. “There is 
no substitute for private initiative,” 
he asserted. “Competitive problems 
will never be solved by legislation.” 


economist for 


Wolcott to Address 
Engineering Advertisers 

Charles A. Wolcott of the Daniel 
Starch Organization, New York, will 
| address the Engineering Advertisers 
Association, Chicago, at the Electric 
| Club, Oct. 10, on “How Readership 
| of Advertisements Can Be Meas- 
j ured.” He will tell how the Starch 
| methods of rating advertising read- 
ership may be applied to industrial 
|media. Walther Buchen, president, 
| The Buchen Company, will lead 
| discussion following Mr. Wolcott's 
| talk. 


Reply-O Adds DeVarco 


Joseph DeVarco, formerly 
Kimberly-Clark Corporation, 
been named sales ese ow Wy of 
Reply-O Products Corporation, New 
| York, in the Philadelphia, Balti- 
and Washington territories. 


with | 


Choveciot Follows 
Buick Lead with 
Slogan for 1939 


Flint, Mich., Oct. 7.—Chevrolet 
has adopted the alliterative slogan 


which has been a feature of Buick ¥ 


promotion for several years, it was 
revealed today as previews for deal- 
ers began simultaneously in every 
major market in the United States. 
The public will be told in every 


conceivable medium that “Chevro- 
let’s the Choice.” 
The dealer meetings follow 


press presentation in Detroit last 
week, when representatives of mag- 
azines, newspapers, trade papers 
and radio were given their first 
glimpse of the handsome _ 1939 
Chevrolet. They discovered that 
the car on which General Motors 
Corporation is relying to win the 
championship in the popular price 
field is a composite of nearly every 
other automobile produced by the 
company. Features of virtually 
every car in the General Motors 
line have been adapted to the Chev- 
rolet. The final result is a longer 
car and one whose sleek appearance 
makes the modest price tag seem 
inadequate. 

The new line will make its public 
debut Oct. 22, and dealers will be 
able to make delivery not more than 
two days later, according to present 
preduction plans. 

Buick, first to carry the 1939 Gen- 
eral Motors banner to the firing 
line, has met with tremendous suc- 
cess, according to reports trickling 
in to the staff, with the factory sales 
branch here at present far behind 
on orders. 


“REWARD 


PREVUE Magazine is a fashion 
publication distributed to 8,000,00 
women monthly by the Woolworth 
Kresge, Kress, and Murphy chai’ 
and 5,000 department and dry 004° 
stores located in almost every cit) 
and town in America. 

These shrewd merchandisers 4i* 
tribute PREVUE free because it! 
directly responsible for 4,000,000 fr 
tail sales every month over the! 
own counters! 

PREVUE isAmerica’s most widel) 
read publication, and through ' 
the national advertiser can lay 40¥* 


‘life of a monthly magazine in p™ 


| 
| 


local newspaper impact plus ‘ 


tically all of his markets. 
Please send for circulation break-do¥" 


‘SIMPLICITY’S PREVUE MAGAZN 


200 MADISON AVE., NEW YORK. 


a a pO 
ee ™ —— le 
? | es 
oul 
eee " 
. — a ; 
ae [@ | @ 
ae | hy " 
3 r Po , 
ane 
- PO j 
a = . j : 
wf ' 7 
: Pe b> : 
3 Pa \ 7 Fi 
mare a ee 
Ss a wad | 
ae Fad. <= 
f<iigret t. . . “4 - 
ce E 3? 5 
Oe en ® og Bes 2 3 
ot : Al [i's 
iN ae z ’ y 3 
ong eee iS C9s, 
Spee aaah Myls em 
a Po Y Tree Se 
. BY tesco 
is ‘ i M4. 
on a Reo ff 
aogep its Wreu fy 
Sey SN LB 
= agar Qe 
Cd | 
« 
| 
: | DARI VAN VOLLENHOVEN 
y Pe | 
; | 
a 
ics 4 Peck. oy e* er ee i eo Ve t af a Ces? ao i See a Sag ere i = 
t bs re ie ae & mn ? } a jai c n 
4 Te. ae + ere Ms ‘ br - 
| ee - : a : ad | | Po 
a ; x £ uv F 7 +h a ;' 
iis i oles ‘ eet * ae: | ae 
ae ae Le “gi i —— a SO co ea 
“he: Cm ere Grr ee 3 pt ok Fe oa . ie: > 2 “a 
Ae a py Fe ; 3 er oe ie — & 2. <* ae ot 4 x a ihe a ar. Pa - hae an 
e,. a ie a ae ae ae ae PSO 
Bm um ee er a 5 
E a oh LS Ae ed ; P Ss i ee! it eae ge 
, tg aa . a ge Ep 7 Ras. es “er e 4 a 125s ae 
2 ght A Ome ee se S Be ae, 
q ae . ear Ricseyit ae oe? ee 2 a % gears mee oe ne ie 
“et * Pt a ee ee - " . ‘ “* a 
“ae , fe! rn Bye - ed : ange 
r ¢ a 2 ~ .! < a4 4 ae 4 or as aa “ee Be Tate ?. : + 
\ ; Sate © np eR A a lle rg ee ae Pee oy = , 
P _— <i of cite Lt ta ee ‘ ae, ee A - ee 4 Ce ; J 
a 7 . RP age Ae ee Te eee smile ree 1 i, ne — 2 i 
Pa | Jan a a (| 
q on i ; m  goken aan a» cn Aes con x oe aver ee 
Te eee tbe » See 4. y * * a ae 
ee ' eae wT ke ee a . Siw , aa tie ees 
ee i “Ss pe Pg “pit Pip} bs ie Bi ape 4 j : ad his ey Se 4 Be , ae i Oe 
“ot ae See ea a % Pee a ro os | i ging : F Reo 
eg Ss Sa £ee 7 oy ay ‘fee. hme : i, ce | ~ gle ale 
‘ 2 Jue ae a * * - aSreg Pap gt e. E 8 a a ' a. * 
¥ r BP: ca "3 s 7 4 * ' a bs , pide 7 of ae? 5 : 5 UF se « — ; - oa 
ee ‘ eel so oe C75 e v5 y a a ae ee a ae . eter 
ae , Ct i Ee er —— | 0 uate poe We Nd 
. SS eer a 
pis es i a Fe a a 3 EO Ze: ee ae Was se OR 
a ry « = ° * a ae se < te, Sa . . i a a : a 7 2 i ee _ 
_ 4 " i eae : . “Oe ee * { , i ors J — st "age ee See 
“i ; 0 OS %: hoe ae sat 2 ov mie — a’ “4 ae > ‘eg Sm 
off ‘ ¥ ee Nie % By + ay ape = i <a a 4 Py” j ° i 
7 i * A : : . <Ry EE : 
. Bie a Bete np = . 
2: | a ee nn ¥ a : “ae hy he at 
. - fo — 5. a a eee th § 
= : ; + ° ee eo ak _ ee nee 
get pe si ie oy wo "ia ad A ay Se ite] Cap ba 
i F ne . - a i o cut Pog Fo ikl pee “ae oa Par. ca is ea 
nae’ Ps f ae <a ir ie had +” SN pei a “bic rd é . a 
i J . , “9 - 7 4 ‘ _— an a egies a, ea * 7 a 2 aie 
“fi vail * m “ 7 * at » 4 2 re oe ee a7 ae: Ce aan ey. il Tn all 2a: Se a 
i he 4 ie p <“_ *},. a , ee CS ee a Pie eed } ieee oo eile * sc on . ‘ ee, 
ie ; Se ii | 7 _ 
ile Pes cf i ? ae a OU tathss were . ara Y: 2 a ee” S ‘ 
ae wen eee hs j hg ae ‘ , 3 Ce 
“6 Ne oS - itt eo ‘ 1” 
“—_ F hoe a ~ “, ‘ it iy s se 
vo, ae , e rw “ oa fake 
st as 2 _—*  ¥ * 
“, — <4 4 
“er = _~~ie ~ 
u i 
oe 
2a 
4 | ee 
me ae a 
a eee aera 
dt 
.> needed, 
eae 
Bee a ee 
— es es ee 
apt, eee 
Bir ok, | Pe 
er 
y git. a 
tm ee 
on . 
“« yep 
“7 ; _ icee 4 ; j aoe c ve — 4 fe ry 4 7 7 aN ~~? a Toe “ : . a .: I FFs = a 
—e- ah ‘ f a 3 a2 : me : ¥ F ay, 
Py : Py, 2 


JT wa Vt 
: — : 

+> DS tole E 
= ee. 


ADVERTISING AGE 


October 10, 1938 


ae 


> 
* 
eonaé 
s 


$y your calermen 


aunt unteresléd tm 
FARMERS 


DAUGHTERS 


THIS WEEK sells 


If you’ve got your eye on the busy urban mar- 
kets (and who hasn’t?) why not make sure 
you’ve got your advertising there, too? * THIS 
WEEK is the one magazine that can do that for 
you. * We put the lion’s share of our 5,300,000 
copies where you make the lion’s share of your 
sales and profits—in big city homes. The result: 
we cover your best markets 3 to 5 times as 
thoroughly as other magazines. * And at a far, 
far lower cost per thousand. 


BOTH sides of the, counter 
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~NEW NELSON copy 


Proper Relationship Between 
Design ond Copocity is Essential 


Air Conditioning 
Copy Scores 
with Cartoons 


Moline, Ill., Oct. 6.—A boy can’t 
do a man’s work—and neither will 
a classroom air conditioner operate 
to full efficiency unless there exists 
a proper relationship between de- 
sign and capacity. Thus is Herman 
Nelson Corporation, maker of a 
new unit ventilator for schools, set- 
ting forth its arguments in a new 
j campaign, utilizing cartoon illustra- 
tion to demonstrate its point. 

Full page copy was used in a list 
which included the American 
School Board Journal, Architec- 
tural Record, Nation’s Schools and 


half the page was devoted to the 


cartoon. These illustrated such} 


heads as “A Robin Can’t Live in a 
Wren House” and “A Cottage Can't 
Accommodate a Convention.” 

Copy tied in with this in assert- 
ing, “The uniform relationship be- 


Pencil Points. In each _ instance, ieee Exhibit 


for N. Y. Printers 

The place of printing in the field 
of merchandising will be empha- 
sized by the New York Employing 


| Printers Association in the fourth 


tween design and capacity neces- | 


sary to provide ideal air conditions 
in the class room, is maintained only 
in the new Herman Nelson air con- 
ditioner for schools.” 

L. W. Ramsey Company, Daven- 
port, Ia., is the Herman Nelson 
agency. 


Vanguard Moves 

Vanguard Advertising Service 
has moved to 19 E. 48th street, New 
York. 


“ie 


5 opinion of the factory that the 
he writer has, then I ask myself, ‘Is 
. it really advertising, or autobi- 
ography?’” 
siti Commercial Credit 


© a is 


Herman Nelson Corporation, Moline, Ill., 
is using cartoons in magazine copy to sell 
its new unit ventilator. 


Specialization Held 
a Growing Problem 
in Advertising 


Boston, Oct. 5.—Increasing spe- 
cialization among the experts who 
prepare it has created one of ad- 
vertising’s biggest problems, Lau- 
rence S. Wright, sales promotion 
manager of Bird & Son, East Wal- 
pole, Mass. told the Advertising 
Club of Boston here yesterday. 

Speaking on “Is It Really Adver- 
tising?” Mr. Wright phrased five 
questions, the first being, “Are we 
carrying this theory of specializa- 
tion too far?” 

“Let’s itemize a few of the de- 
partments involved in a first class 
organization for the turning out of 
an advertisement,” he suggested. 
“These include the account execu- 
tive, advertising or sales promotion 
manager, sales manager and the 
management of the company. In 
addition there are the idea man, 
layout man, artist, letterer, photog- 
rapher, copywriter, typographer, 
engraver, electrotyper, printer and 
space buyer.” 

Mr. Wright doubted whether these 
fourteen experts could fuse their 
respective ideas and end up with “a 
message which influences other peo- 
ple to do just what you want them 
to do.” 

Urges Conservatism 


Mr. Wright also discussed possible 
consumer reactions to copy claim- 
ing incredible results, asserting that 
the sales results shown by such 
copy might be in spite of it rather 
than because of it. 

Company pride may also have an 
adverse effect upon consumer re- 
action to institutional copy, he com- 
mented. 

“We talk about our plants, the 
number of years we have been in 
business, our fine reputation and 
the future,” he remarked. “I can 
see great justification for this, just 
so long as it does not exceed its 
function, that of making the ulti- 
mate buyer feel confidence in the 
quality of the product and the char- 
acter of the company with whom he 
is doing business. 

“But when it goes a step beyond 
that, and not too subtly tries to 
force the reader to accept the same 


Remains with O’Dea 

Advertising of Commercial Credit 
Company, Baltimore. will continu 
to be handled by O’Dea, Sheldon & 
Canaday, Inc., New York 

A story in last week’s ADVERTISING 
AGE indicated that the account had 
changed hands 


Sponsor Export Series 


A series of 16 lectures on prac- 
tical export merchandising problems 
and management of the export de- 
partment will be given by the 
School of Commerce of Central 
YMCA College. Chicago, in coopera- 
tion with the Export Managers Club 


annual graphic arts exposition to 
be held at the Astor Hotel, New 
York, Oct. 31, Nov. 1 and 2. 

Each piece of printing exhibited 
will be judged on the basis of its 
commercial value rather than ar- 
tistic merit. 


Macksoud on Own 


George E. Macksoud has resigned 
as advertising and public relations 
manager of Administrative and Re- 
search Corporation, investment 
funds supervisor, New York, to 
form George E. Macksoud & Co., 
advertising agency, in New York. 


————— ———_____—_—_—_>> 


Writes on New Laws 


Charles Wesley Dunn, genera) 
counsel for the Associated Grocery 
Manufacturers of America, presents 
the complete legislative record of 
two new Federal laws in “Federaj 
Food, Drug, and Cosmetic Act” and 
“Wheeler-Lea Act,” published by 
G. E. Stechert & Co., New York, and 
priced at $6 and $4 respectiv ely 


Waters Appointed 


N. Fluegelman & Co., New York, 
converter, has appointed Norman D. 
Waters & Associates, New York, to 
direct its advertising. 


Rorabaugh Resigns 


Duke Rorabaugh has resigned as 
radio director of Blaine-Thompson 
Company, New York. 


of Chicago, starting Oct. 11 


HOW-TO-B UY 
SERVICE 
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Magazines Replace 
Tear Sheets in 
Arrow Promotion 


New York, Oct. 4.—A novel means 
of merchandising a consumer ad- 
vertising campaign to the trade is 
currently being used by the San- 
forizing Division of Cluett, Peabody 
& Co. in connection with its shirting 
drive, the largest consumer effort 
since the Sanforizing process was 
invented. ' 

Instead of merely sending re- 
prints of consumer copy to leading 
prospects and customers, Cluett, 
Peabody each week delivers a cur- 
rent issue of a popular magazine 
to a select list of 600 manufacturers, 


i aie ag 


‘ an) 


HE average stock in a great super-market in- 
cludes some 3000 individual items—each of which 
must sell itself in competition with all others —un- 


converters, and retailers. Collier’s, 
Esquire, Liberty, Life, and The Sat- 
urday Evening Post, the magazines 
on the schedule, are given away to 
the trade whenever an issue con- 
tains a Sanforizea advertisement. 
The schedule is staggered so that 
one magazine is delivered each 
week. 


Gets PPA Post 


Jeannette Fin has been named 
secretary of the premium advertis- 
ing department of Premium Pro- 
ducers of America, New York. 


Beck Joins Franklin 


John C. Beck, formerly with 
RCA Victor Mfg. Company, has 
joined Franklin Printing Company, 
Philadelphia, as copywriter. 


McCALL’S is 


aided by personal-selling efforts. 


Were it not for the fact that a sufficient number of 
these items had been adequately pre-sold— were 
sought out by customers—these great markets could 


not long exist. For profits are not made on inventory 


—but on turnover. 


Even the most casual survey of customer purchases 
definitely proves the existence of a select “400” among 


| 


HAIL AND FAREWELL 


Frank W. Heiskell (left), retired last 
week as advertising manager of the In- 
ternational Harvester Company, Chicago, 
completing 45 years of service. A. C. 
Seyfarth (right), who has worked with Mr. 
Heiskell as assistant advertising manager 
since 1913, now steps into the top post 
as advertising manager. 


nless she knows 


OW TO BUY 


doing More 


New Post for Herbert 


John K. Herbert, formerly adver- 
tising manager of Ken, has been 
named assistant to Robert P. David- 
son, vice-president of Pictorial Re- 
view, New York. 


Boylan Transferred 


John J. Boylan, formerly district 
sales manager, Railway Express 
Agency at Kansas City, has been 
appointed assistant general sales 
manager in the New York office. 


To Metropolitan 


Daniel S. Klinger, formerly with 
Friend-Wiener Advertising Com- 
pany, has joined Metropolitan Ad- 
vertising Company, New York, as 
account executive. 


than any other magazine in the field 
to help women in their Buying 


the more she buys. And she knows what she wants 
long before she enters a super-market—or any retail 
store. For the modern woman plans her meals. 

For years, McCall’s Magazine has given women 
usable, understandable recipes and plans for meals. 
To these two important functions, McCall editors 
have now added the third—facts on buying. 

Since April, McCall’s has told women HOW TO 


BUY nearly every classification of food. What to look 


grocery products—products women buy when “self- 


determination” is the activating selling force. 

+ + 
Why are these leaders turning faster—producing 
greater profits than their wallflower competitors— 


for—how much to buy—how grades are determined 
—what certain trade terms mean. 

This editorial feature, coupled with the McCall's 
Meal Planner—now distributed through hundreds of 


4- super-markets—is doing more to help women know 


when all 3000 are given the same point-of-sale display? 


For several reasons. Today's buyer knows these pre- 


ferred products. The more she knows about them— 


Three 
Magazines 
in ONE 


+ + + 


what to buy than any service now being offered read- 
ers of any publication. 

Customers who know how to buy—buy items that 
make profits for retailers—and manufacturers. 


Of the 214 publisher members of the Audit Bureau of 
Circulation, only six magazines are currently credited 
with over a million newsstand circulation. Of these, 
McCALL’S is the single representative in its field. 
McCall Corporation, 230 Park Avenue, New York. 


~MSCALLS 
MAGAZINE 


Largest Newsstand Sales of 
any Women’s Service Magazine 


‘Examiner’ Bars 
CBS Station Listing 
from Radio Log 


Newspaper Alleges 
Program Information 


Is Unreliable 


San Francisco, Oct. 5.—Charging 
that advance program information 
furnished by Station KSFO, local 
outlet of Columbia Broadcasting 
System, is unreliable, the San Fran- 
cisco Examiner has barred listings 
for the station in its daily radio log. 

The Examiner alleged that KSFO 
provided incorrect information for 
its radio log. The radio station as- 
serted that programs were aired as 
listed except for interruptions 
caused by breaks to give the latest 
news bulletins during the European 
crisis. Bert Lasky, manager of 
KSFO, characterized the newspa- 
per’s viewpoint as a case of “sour 
grapes.” 


Bad Faith Charged 


The Examiner made the following 
statement on its radio page: 

“The radio log is of value to news- 
paper readers only to the extent that 
it is accurate in listing programs. 
Some radio stations are canceling 
programs without notice on a 
wholesale scale. To list such pro- 
grams in the radio log is to give our 
readers utterly false information, 
known by the radio stations them- 
selves to be false when they sub- 
mit these programs to the newspa- 
pers. The Examiner refuses to 
print these fake programs and 
therefore is eliminating the offend- 
ing stations from the log as rapidly 
as the offenses are discovered.” 

KSFO said that it is a subscriber 
to the International News Service, 
the Hearst syndicate which also 
serves the Examiner. 

Because of the broad accusations 
made by the newspaper, the North- 
ern California Broadcasters Asso- 
ciation this week also threatened to 
enter the fray. 


August Decline of 
47.78 Per Cent 


for Rotogravure 


New York, Oct. 5.—August roto- 
gravure linage totaled 522,886, a de- 
cline of 47.78 per cent from the 
August, 1937, total of 999,953, Kim- 


berly-Clark Corporation reported 
today. 
National linage suffered more 


than local in the decline for the 
month, the total being 222,148, a 
drop of 65.14 per cent from the 1937 
total of 637,265. Local linage to- 
taled 300,738, a decline of 17.35 per 
cent from last year’s figure of 362,- 
688. 

Of the August, 1938, total for both 
groups, 53,211 lines were color roto, 
and 469,675 monotone. 


William Bennett Retires 
From “Hide & Leather” 


William D. Bennett, who has 
been with Hide & Leather Publish- 
ing Company and its predecessor, 
Jacobsen Publishing Company, for 
35 years, has retired. The company 
publishes Hide and Leather and 
Hide and Leather Blue Book. 

Frederick G. Moynahan succeeds 
Mr. Bennett as New England man- 
ager in Boston. 


Gerth-Knollin Named 

Gerth-Knollin Advertising 
Agency, San Francisco, has been ap- 
pointed to direct the $50,000 cam- 
paign of San Francisco Peninsula, 
Inc., community development or- 
ganization. Plans call for the use 
of San Francisco newspapers, out- 
door bulletins, car cards, booklets 
and an exhibit at the Golden Gate 
Exposition. 


Peck Gets Farney Tool 

Peck Advertising Agency, New 
York, has been appointed to handle 
the account of Farney Tool & Ma- 
chine Works, New York. 
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Statistics Versus Initiative 


Professor Malcolm P. McNair, of|of the country, who assured him 
the Harvard Graduate School of|that the depression was terrible. 
Business Administration, 
business executives, in his recent | tell how he proposed & sell = 
address at the Boston Conference than his normal quota during the 

‘a ; - succeeding season, he said that he 
on Distribution, against over-e€M~ | had just learned how bad the situa- 
phasis of the products of statistical | tion was, and of course in view of 
research at the expense of cour-|the conditions he didn’t believe he 
ageous initiative in attacking in-| would be able to sell very many 
dividual problems. cars. 

The warning, we believe, was | It is very easy to be intimidated 
timely; for, admitting the impor- | by statistics. American business 
tance of information regarding | executives like to talk about rugged 
trends, and the interpretation of sta- | individualism and the value of priv- 
tistical information regarding pro-|ate enterprise, but with even the 
duction, distribution, and consump-| limited amount of. statistical re- 
tion, there is great danger of form-| search which is now being done, the 
ing conclusions based exclusively | volume of conversation about its re- 
on the available data, thus, as Pro-| sults is so great as to obscure the 
fessor McNair points out, increasing | opportunities constantly available to 
and exaggerating the trend already | the man who pays more attention to 
pictured by the statistics. ‘his own particular problems and 

Roy Peed, DeSoto’s famous sales) less to general economic trends. 
executive, has a pet story which il-| Business needs all the information 
lustrates the point. He tells of an ‘it can get, and can use more rather 
automobile dealer who was selling| than less research to find out what 
a lot of cars in a year when business | is going on. But if business permits 
was off and most dealers were be-_| itself to be completely dominated in 
moaning their inability to buck the) its attitude toward the future by the 
current trend. The company was so| statistical picture of what has hap- 
much impressed with the perform-| pened in the past, the enterprise 
ance of this dealer that he was in- | and initiative which were believed 
vited to leave his back-country lo-|to be characteristic of American 
cation and attend a sales convention | business will become obsolete. More 
for the purpose of pepping up his | courage and fewer statistics might 
contemporaries. | be the answer for a lot of business 

When he arrived he listened at-|men who have been temporarily 
tentively to the discouraging con-| stymied behind a mass of threaten- 
versation of dealers from all parts | ing figures. 


No World's Series Sponsor 


The Ford Motor Company paid|this type, especially those of cham- 
$100,000 in previous years for the| pionship boxing bouts, world’s 
privilege of sponsoring broadcasts | series baseball games and similar 
of the world’s series, the baseball | headline events in the sports world, 
classic which grips the interest of| the sponsor who would capitalize 
more people than any other sports| the occasion must be especially care- 
event. Even with assurance of |ful to avoid giving offense by inter- 
listening audiences of many mil-|jecting sales copy at the wrong 
lions, hanging on every pitched ball, time, from the standpoint of the 
no advertiser using radio was will-| listener. Thus both the timing and 
ing to pay the price which Commis-|the phrasing of commercial an- 
sioner K. M. Landis had set as the nouncements becomes a problem of 
commercial value of sponsorship. | prime importance, with evidence 

Experience with major sports|leaning strongly toward limited 
events has shown that successful|copy and institutional treatment. 
sponsorship requires the develop- The high cost of the world’s 
ment of a_ special 


minimum. The use of the radio in all combine to make even the most 


connection with sports broadcasts enthusiastic broadcaster of news 


warned | Finally when he was called on to| 


technique, in|series sponsorship, plus the usual | 
. . | 
which sales promotion is held at a|expenses for time and wire service, | 


has become more and more popular, 
because of the assurance of an audi- 
ence made up of dyed-in-the-wool 
sports fans, followers of the teams 
and individuals. 

But because of the intensity of the 


interest aroused by broadcasts of 


and sports events ponder the prob- 
able return from the investment. 
Such a broadcast should be a nat- 
ural for commercial sponsorship— 
but it undoubtedly represents more 
than the normal budget of policy 
and technical problems. 


ADVERTISING AGE 


ALWAYS ROOM FOR NEW IDEAS 
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“Don't worry, ma'am! 


Collier's 


| got them to carry out the expensive stuff!" 


Ad-libbing 


New Approach 

The current magazine advertise- 
ment for International Correspond- 
ence Schools reproduced here seems 
to us to strike an unusual note in 
correspondence school advertising, 
not because it is altogether new, 
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INTERNATIONAL CORRESPONDENCE SCHOOLS 


but because it seems to indicate a 
more clear-cut effort on the part 
of this organization to sell its serv- 
ices through management, rather 
than directly to the prospective 
enrollee. The appeal of this adver- 
tisement is to the executive who 
wants to improve the effectiveness 
and the value of his staff .. . it is, 
in effect, a kind of institutional 
advertising for the correspondence 
school. 


Table Talk 

Our semi-annual prize for neatest 
trick of the week goes to Pencil 
Points this week by unanimous con- 
sent of the judges. This enterpris- 
ing journal covered the vital spots 
in its advertising promotion list 
with a real linen napkin which once 
belonged to New York's Hotel Lex- 


ington, and on which had been 
drawn a neat pencil sketch designed 
to prove that the recipient could de- 
liver more messages to architects 
and their co-workers through the 
pages of Pencil Points than in any 
other way. 

Accompanying the sample of Lex- 
ington napery was the following 
memo from Don Graf: 

“Al Husen and I had lunch yes- 
terday at the Hotel Lexington Ha- 
waiian Room. He asked me how 
many architectural messages he 
could deliver on a $2,400 budget. So 
I worked it out on a napkin for him. 
Thought you might like to see it— 
so here’s the napkin!” 

And what makes it so perfect is 
that Hotel Lexington liked the stunt 
so much it supplied the napkins! 


Jottings 

Van Heusen seems to have done 
the impossible in its current maga- 
zine advertising. It presents a like- 
ness of Grover Whalen, New York 
World's Fair president, which 
doesn’t show even a semblance of a 
oy 

Talon trouser fastener advertising 
is getting franker and franker. The 
magazine copy running now which 
shows our hero hanging on to a sub- 
way strap while two girls sit in 
front of him, their eyes just about 
at trouser-fastener level, is cap- 
tioned, “Lets you forget.” It might 
equally well be headed, “Lest you 
forget.” .. 

Fred H. Ebersold, Inc., is doing an 
unusual series of classified ads for 
the Seneca Hotel, Chicago, which 


seems to be getting results. Instead 
of the stereotyped cataloging of 
apartment virtues, Seneca copy 


starts off with personal experiences, 
told in the first person, under such 
eye-catching captions as, “None of 
those ‘ditto’ apartments for me,” “I'll 
say my wife is particular,” etc. ... 

More and more, department store 
beauty salons are using their own 
employes to prove how Little Miss 
Ugly can be turned into Charming 
Miss Beautiful with practically no 
difficulty. It’s good copy, but it’s 
pretty tough on the models, whose 
boy friends thus get an exceptional 
opportunity to see what the little gal 
looks like before she puts her party 
mask on... 

M. W. Ashton, looking for a sales 


| manager's job, postcards in good old 
sheriff's 
| Wanted, dead or alive, sales organi- 


bulletin style, “Reward! 


zation, by M. W. Ashton, alias The 


| Sales Manager.” 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency ex. 
ecutive writing on his business let. 
terhead. 


No. 1411. Largest Daily Circulation 
in America. 


The News, New York, has issued 
this brochure covering the distri- 
bution of the weekday circulation 
of newspapers in the New York 
market by boroughs, expenditure 
groups, income districts and sub- 
urban counties and towns. Maps, 
charts and market information are 
included. 


No. 1412. The Farmer’s Own Pro- 
gram, 


In this folder National Broadcast- 
ing Company tells the story of the 
origin and development of the Na- 
tional Farm and Home Hour, which 
recently celebrated its tenth year 
of continuous broadcasting. 


No. 1413. WHAM—Primary Cover- 
age. 

This folder, issued by WHAM, 
Rochester, N. Y., contains mar- 
ket data, tabulated by county, for 
the station’s primary coverage area. 


No. 1414. 878 College Newspapers. 


A list of all college and prepara- 
tory school newspapers in U. S. and 
possessions which will publish dur- 
ing the school year 1938-39 is con- 
tained in this brochure, issued by 
National Advertising Service. 


No. 1403. The Age of Brand Sus- 
ceptibility. 

Issued by Fawcett Women’s 
Group, this analysis ef the woman's 
market brings out some interesting 
facts about the relation of age 
groups to susceptibility to brand 
advertising. Tables and_ graphs 
show brand preferences and length 
of use of brand consistently used, 
by age groups. The study covers 
12 items most likely to be purchased 
by women of all ages. 


No. 1370. Demonstration Portfolio. 


This portfolio, issued by Interna- 
tional Paper Company, contains 
specimens demonstrating the use 
of Adirondack Bond “Letterhead 
Yardstick.” This is a guide to let- 
terhead construction which can be 
used either in the making of a new 
letterhead or in the remodeling of 
an old one. 


No. 1395. 
Boots. 


Napoleon, according to this story, 
had a stand-in who wore the em- 
peror’s new boots until the squeeze 
and squeak were taken out of them. 
In this new brochure, the Mutua 
Network offers to be boot-breaker- 
in, and displays some representa- 
tive programs developed by Mu- 
tual’s stations, tried, polished, an¢ 
ready to put on. 


Napoleon Bonaparte’s 


No. 1402. Part of the Story ° 
WLw. 
This brochure, issued by Radi? 


Station WLW, tells, in a simple a” 
interesting way, the story of the 
station’s service—its programs 4m 
the people behind them. 


No. 1404. KTUL-Tulsa Market Dat 
This brochure, issued by Rad 
Station KTUL, offers some interest 
ing business facts about the city ® 
Tulsa, with complete market 43” 
on the 36-county daytime and !" 
county night time listening area. 


No. 1405. $7,000,000 to Explode ° 
Theory. , 
Time has issued this pictogr@?’ 
digest of the U. S. governmen’ 
Consumer Purchase Survey, wh 
disproves the theory that the )* 
income groups, though they sper" 
less per family, spend more in ™ 
aggregate because they cont?’ 
more people. 
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WE BREED A MARE TO GET A MOTORCAR 


“With us, horses are cash. Cars are necessities. For we FARM JOURNAL 
readers are money-conscious. Money clothes, feeds, and entertains our fam- 
ilies. So we raise horses to buy cars. It wasn’t always that way. When we 
sewed our own clothes and hung our own beef, we didn’t often drive our 
colts to buy your products. But highways, telephones, power lines, and 
FARM JOURNAL changed all that. Today FARM JOURNAL helps us 
pick the best money-crops at planting time, the best money-markets at 
harvest time, and the best money-values at shopping time. So we sell 
the colts, buy the car, and shop with you. What have you got to sell us?” 

(adbinginn chimere 


FARM JOURNAL °*;:: 


Delivers 1,365,000 Families Whose Crop Is Money 
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October 10, 193: 


Voice of the Advertiser 


t This department is a reader’s forum. 


Paper Bags As 
Sugar Containers 

To the Editor: We were very 
much interested in the article that 
appeared in the Sept. 12 issue 
of ADVERTISING AGE, 
“Paper Sugar Bag Elbows Carton 
Out of the Picture.” To the casual 
observer, it would appear on read- 


ing this article that paper bags for | 


sugar had just recently been intro- 
duced to the distributing trade. As 
a matter of fact, on July 19, 1937, 
we announced to the trade that we 
had available a 5-lb. factory packed 
multi-wall paper bag of sugar, as 


you can see by the circular letter | 


and folder attached. 


Last fall our 5-Ib. multi-wall pa- | 


per bag was entered in the All 
America Packaging Competition for 
1937, sponsored by Modern Pack- 
aging. It was judged an outstand- 
ing development in the packaging 
of sugar, and merited the Silver 
Award. 

To go further, this company was 
not only the first to introduce the 
5-lb. multi-wall paper bag of 
sugar, but likewise the first to in- 
troduce the complete line of con- 
sumer units in paper; that is, the 
25-lb., 10-lb., 5-lb., and 2-lb., fac- 
tory packed paper bags. This 
complete line was offered to the 
trade March 30, 1938, and the 
folder issued by us at that time is 
also attached. 

Under the circumstances, we be- 
lieve that you will be interested in 
getting the facts in the case. 

GC. Zaw, 

Advertising Manager, Savan- 

nah Sugar Refining Corpora- 

tion, Savannah, Ga. 


v sy 


Dutch Alert 
to Ad Promotion 


To the Editor: We take pleasure 
in sending you under separate cover 
a complete set of imprints of the 
advertisements to be used in an ad- 
vertising campaign for the Dutch 
Newspaperpress, in its own papers. 

This series has been prepared by 
our Bureau which is, as you prob- 
ably know already, a central prop- 
aganda institution, founded three 
years ago by “De Nederlandsche 
Dagbladpers” (the Dutch Newspa- 
per Publishers’ Association) to pro- 
mote advertising in the daily news- 
papers. 

This advertising campaign pre- 
sents something quite new, by mak- 
ing use of very attractive ancient 
motives: the fables of La Fontaine, 
with the famous magnificent illus- 


trations (wood-cut) by Gustave 
Dore. 
The advertisements appear in 


nearly 90 
papers. 

C. J. A. SLtewe, Director, 
Centraal Bureau Voor Couran- 
tenpubliciteit Van De Neder- 
landsche Dagbladpers, Amster- 
dam, Holland. 


different Dutch news- 


entitled) 


_ PICTURE TELLS STORY 


SYBAECT MATTER, NOT THe Typ — 
IGRAPHY, THAT SELLS This SHeer, 
| IF Wey HADN'T TALKED ABour iT 
NeGoDyY BLT A FEW TYPoGearHic 
HOUNDS Wov_D HaAvE NOTiceD 
ANY DiFFecence J 


Jera 
Ravcovs Comment 
FRom The 


“ 
=~ Facts-or-cire’ 
OS PARTMENT 


AE aa 


Cartoonist Bliss uses his own craftsman- 
ship to pay an appreciated compliment. 


An Executive Has 
Nothing to Do 


[Editor’s Note: The following let- 
ter, which originally appeared in 
the Voice of the Advertiser in the 
Aug. 12, 1933, issue of ADVERTISING 
AGE, is one of those perennial fav- 
orites which apparently refuses to 
die. Because—more than five years 
after its first appearance—scarcely 
a week goes by that at least one re- 
quest for the text does not come in, 
it is reprinted here in its original 
form. } 

To the Editor: EXECUTIVES are 
a fortunate lot. For as everybody 
in a publishing or advertising office 
knows, an executive has nothing to 
do. That is, except: 

To decide what is to be done; to 
tell somebody to do it; to listen to 
reasons why it should not be done, 
why it should be done by some- 
body else, or why it should be done 
in a different way, and to prepare 
arguments in rebuttal that shall be 
convincing and conclusive— 

To follow up to see if the thing 
has been done; to discover that it 
has not been done; to inquire why 
it has not been done; to listen to ex- 
cuses from the person who should 
|have done it and did not do it; and 
|to think up arguments to overcome 
the excuses— 

To follow up a second time to see 
if the thing has been done; to dis- 
cover that it has been done but done 
j}incorrectly; to point out how it 
|should have been done; to conclude 
that as long as it has been done, it 
may as well be left as it is; to won- 
ider if it is not time to get rid of 
a person who cannot do a thing cor- 
rectly; to reflect that the person in 
fault has a wife and seven children, 
| and that certainly no other execu- 
| tive in the world would put up with 
| him for a moment; and that, in all 
| probability, any successor would be 
| just as bad or worse— 

To consider how much simpler 
and better the thing would have 


Letters are welcome. 


been done had he done it himself in | 


ADVERTISING PROMOTION IN HOLLAND 


Het Kleine Vischje en de Visscher 


a ne 


= tate tam 


DE NEDERLANDSCHE DAGBLADPERS 


De Bassa en de Koopman 


A 


nga oe 


DE NEDERLANDSCHE DAGBLADPERS 


the first place; to reflect sadly that 
if he had done it himself he would 
have been able to do it right in 20 
minutes, but that as things turned 
out he himself spent two days try- 
ing to find out why it was that it had 
taken somebody else three weeks to 
do it wrong; but to realize that such 
an idea would have a highly demor- 
alizing effect in the organization, be- 
cause it would strike at the very 
foundation of the belief of all em- 
ployes that an executive has really 
nothing to do. 
F. F. BEIRNE, 
Redbook, New York. 


. 7 


People’s Pulse 


To the Editor: I was interested in 
your recent editorial commending 
J. M. Patterson for his tendency to 
mix among the common people in 
order to understand them better. 
You also stated you doubted (“gen- 
erally speaking”) that the majority 
of American editors are out of touch 
with the thinking of the great 
masses regarding political activi- 


ties, even though they failed to fol- 
low in Mr. Patterson’s footsteps. 

However, you failed to mention 
the very important fact that Mr. 
Patterson heads one of our few im- 
portant newspapers sympathetic to 
the New Deal. Furthermore, the 
editors mentioned in the second 
classification, representing the great 
bulk of America’s papers, are an- 
tagonistic to the New Deal. 

That there is a distinct correla- 
tion between the fact that the pro- 
New Deal Patterson mingles with 
the common people and that the 
large group of anti-New Deal edi- 
tors do not, can scarcely be doubted. 
Personally, I believe it to be highly 
significant. 


L. D. R., Cleveland. 


S = 


Linage Records of 
Canadian Magazines 

To the Editor: In _ publishing 
monthly linage of Canadian maga- 
zines, one factor is omitted. 

Whereas many United States 
magazines are often enabled to in- 
clude in their linage figures many 
full pages of alcoholic beverage ad- 
vertising, this is not generally the 
case in Canada. 

Canadian laws governing the mar- 
keting of such products under the 
various provincial control boards, 


‘do not permit inclusion of such aq. 


ee 
es 


vertising in magazines published 
for example, in Ontario and Mani. 


| toba. 


Four of Canada’s national maga. 
zines are published in Toronto, On. 
tario, and one in Winnipeg, Mani. 
toba. No liquor advertising is car. 
ried in any one of these publica. 
tions. 


Mayfair and Canadian Homes @ 
Gardens, class periodicals publisheg 
in Montreal, are permitted to carry 
liquor advertising. During Septem. 
ber Mayfair carried nearly eight 
pages and Canadian Homes @ 
Gardens seven pages of such adver- 
tising. 

Had the columns of Canada’s na- 
tional magazines been open to this 
type of advertising, September lin- 
age would have undoubtedly shown 
seasonal improvement with minor 
decreases, if any, over figures for 
1937. 


The monthly linage summary 
would probably reflect a more ac- 
curate condition if a footnote made 
the simple statement that liquor ad- 
vertising is not carried by the gen- 
eral magazines of Canada. 

I. D. CARSON, 

Manager, Canadian Nationa! 


Newspapers and Periodicals As- 
sociation, Toronto. 


BROUGHT THIS NEW ANSWER 


TO YOUR PROBLEM 


Check your own company mailing lists, and have 
a huddle with the sales manager, if you want the 
low-down on the scattered, spotty location of your 
best prospects, and the high cost of traveling 
enough men to reach them, to cover them ade- 


quately—and sell them. 


That's a situation that confronts magazine pub- 
lishers as well. But changing circumstances have 


brought a new answer to the problem. The 20th 


Century, streamlined method of reaching hot 
markets while they’re hot is the Controlled Circu- 
lation method, going directly, without red tape, 
to just the men you want to reach. 

Here’s how the Controlled Circulation Audit 
publication keeps its circulation forever alive and 
vital to you. First, the magazine is directed edi- 
torially at men-in-office. Men when they possess 


the buying power, influence, and 


Second. the magazine is distributed to these 


need. Circulation 


magazines, 


men, without formality, delay or charge, when 
they move into office, while they stay in office; but 
their subscription terminates the moment they 
move out. You get all the men with all the buy- 
ing power, but no deadwood carried as live read- 
ership, no men detached from power to swell the 
cost of what you pay for but to shrink the value 
of what you get. 


* * * * 


And if you want proof of the value of the Con- 
trolled Circulation method, take a look at what 
other big companies are doing. They've pene- 
trated to the heart and the profit of this sound 
system, they've proven the rightness of their pro- 
gram with tangible results. You may be sure that 
when you see an intelligent man consistently, per- 
sistently and repeatedly advertising in Controlled 


it’s time for a _ more 


thorough investigation on your part. 
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AUTOMATIC HEAT & AIR CON. 


DITIONING 
BAKERS REVIEW 
BANKERS MONTHLY 
BETTER ROADS 
COMPRESSED AIR MAGAZINE 
CONSTRUCTION DIGEST 


CONTRACTORS AND 
ENGINEERING MONTHLY 


DIESEL PROGRESS 

DRUG TOPICS 

ELECTRIC LIGHT & POWER 
ELECTRICAL DEALER 


ELECTRICAL 
MANUFACTURING 


EXCAVATING ENGINEER 


FLEET OWNER 


CONTROLLED 


GOLFDOM 


HITCHCOCK’S MACHINE 
TOOL BLUE BOOK 


HOSPITAL TOPICS & BLYER 


INDUSTRIAL EQUIPMENT 
NEWS 


INDUSTRIAL POWER 
INDUSTRY AND WELDING 
JOBBER TOPICS 

LIQUOR STORE & DISPENSER 
MACHINE DESIGN 

MEAT 

MEDICAL ECONOMICS 


MILL & FACTORY 
MODERN MACHINE SHOP 
NATIONAL JEWELER 
NEW EQUIPMENT DIGEST 
PETROLEUM MARKETER 
PREMIUM PRACTICE 
PROGRESSIVE GROCER 
ROADS AND STREETS 
RUG PROFITS 

SODA FOUNTAIN 

SUPER SERVICE STATION 


SYNDICATE STORE 
MERCHANDISER 


CIRCULATION 


TEXTILE AGE 
TIRES 


WHAT'S NEW IN HOME 
ECONOMICS 


WOOD PRODUCTS 


PUBLICATIONS 
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In the free opening meeting, Tuesday, October 11, the 
entire season’s work will be pre-viewed in a broad way. 

The 1938-39 lecture series is perhaps the best bal- 
anced presentation of marketing problems and adver- 
tising procedure yet offered. Each lecture stresses 
fundamentals, and will be given by a man nationally 
recognized as a leader in his field. (See the detailed 
list of speakers, dates, and subjects.) 

Plan now to set aside less than two short hours each 
Tuesday evening (6:30 p. m.) for 17 weeks to develop 
these “gold mines” of experience revealed to you by 
thesé 17 authorities in marketing and advertising. 

Five big advertising awards—carrying with them 
valuable prizes—will be given at the end of this lecture 
course to the five men or women who write the best 
papers on a selected group of questions covering each 
lecture. It certainly won’t do you any harm in your 
prospects for ADvancement, to be one of the winners 
of these awards. It will be one specific instance of your 
ability to deliver results, and will help you to stand 
out ina manner that will emphasize your interest in 
advertising. 

CERTIFICATES will be awarded all members hav- 


ing satisfactory record of completion of the course. 


Informal question and answer discussions will be held at the 
close of each meeting. 

At the conclusion of the lecture series, free clinical meetings 
will be held for group discussions of specific subjects selected by 
the course membership. 


FULL SEASON’S MEMBERSHIP 


(including all lectures and clin- $ 

ical discussions). . . « « «+ 

Send for application blank for 98 Dawn end 
lull details of group discounts ~ gg§ before 


ind deferred payment privileges. November 22 


4 
1938-1939 SERIES 


OF MARKETING AND 
ADVERTISING LECTURES 


FREE...OPENING MEETING 


TUESDAY, OCTOBER ll 
6:30 P.M. LOUIS XVI ROOM, SHERMAN HOTEL 


HILL BLACKETT speaks on 


(President, Blackett-Sample-Hummert, Inc.) 


“Car0eers in Advertising” 


THE UNDERLYING THEME OF THE COMPLETE LECTURE COURSE 
Admission by card only. Come, and bring a friend 


—AND THESE BRILLIANT LECTURES FOLLOW: 


HARLES LU CK MAN October 18—Marketing— What Advertising is all about 
jy lice-President, The Pepsodent Company 
LYNDON BROWN October 25—Markets are People 
] Director Market Research, Lord & Thomas 
ONEL MOSES November 1—An Advertiser Must Know the Market Place 
LI 1 Trade Extension Division, The American Weekly 
MELVIN BRORBY November 8—Can this Product be Advertised 
py fice-President, Needham-Louis-Brorby 
D G SCHNEIDER November 15—Blue Prints of Advertising 
z r / Manager, Chicago Office, Young & Rubicam, Inc. 
BEN DUFFY November 22—Ways and Means of Advertising 
J Vice-President, Batten, Barton, Durstine & Osborn, Inc. 
LEO NEJ ELSKI November 29—Building the Advertising Campaign 
y Advertising Manager, Swift & Company 
HAROLD THOMAS December 6~Methods of Testing Copy and Plans 
] Vice-President, The Centaur Company 
HAYS MAC FARLAND January 17—The Creative Talent in Advertising 
] President, Hays Mac Farland & Company 
EGBERT JACOBSON January 24—Design—Its Place in Advertising 
] Art Director, Container Corporation of America 
R AYMOND RUBIC AM January 31—The Successful Advertising Writer 
y Chairman of the Board, Young & Rubicam, Inc. 
DEWITT (/KIEFFE February 7—Art in Advertising 
j Vice-President, Leo Burnett Company, Inc. 
AMES W. YOUNG February 14—Analysis of Copy Problems 
. ! Vice-President, J. Walter Thompson Company 
EDWARD RICHER February 21—Buying Phase of Advertising 
] Vice-President, Advertising Manager, Hart Schaffner & Marx 
TO BE ANNOUNCED February 28—Public Relations from the Consumer's View-Point 
COL W T CHEVALIER March 7—Public Relations from the Advertising Point of View 
* . . 1 Vice-President, McGraw-Hill Publishing Company 


The Chicago Federated Advertising Club 


A FEDERATION OF LOCAL ADVERTISING ASSOCIATIONS + SUITE 339, HOTEL SHERMAN, CHICAGO *- PHONE FRANKLIN 2100 


PHOTO ENGRAVERS 


svaneeae t ILLER & HUTCHINGS, Int 
SPONSORED BY r r © CHICAGO, ILLINOIS 
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This poster was used by stationery deal- 
ers throughout the country during Na- 
tional Letter Writing Week, Oct. 2-8. It 
was designed by Sackett & Wilhelms 
Lithographing Corporation. 


Street Cars Need | 
Copy, Too, Says _ 
Utility Expert 


Green Lake, Wis., Oct. 4.— The 
expert who recently urged munici- | 
palities to advertise their water sys- 
tems had a kindred spirit here last | 
week in the person of Dale Reming- 
ton, of the Wisconsin Public Service | 
Corporation, Green Bay, who as-| 
serted that few business enterprises | 
need more and get less advertising | 
attention than city transportation | 
systems. 

Mr. Remington spoke at a public | 
relations symposium staged here as 
part of the annual convention of the 
transportation section of Wisconsin | 
Utilities Association. Also on the| 
program was Harry B. Hall, execu- | 
tive vice-president, Klau-Van Pie- | 
tersom-Dunlap Associates, Milwau- | 
kee. 


Street Cars Stingy 


“Successful businesses spend from | 
1 to 10 per cent of gross sales in | 
advertising,” Mr. Remington com- 
mented, “while the city transporta- | 
tion business chooses to exist on | 
about one-thousandth of 1 per cent, | 
or perhaps less. 

“That the business does exist, and | 
in some cases prosper, is evidence, | 
not of the fact that it doesn’t need | 
dependable advertising, but that all 
people need transportation. Some 
will seek it out even if the operator 
limits himself to an occasional but- 
ton popping schedule change an- 
nouncement.”’ 

Mr. Hall added another question | 
to the copy check lists in today’s 
limelight. “Every advertisement or 
printed word issued over a company 
signature,” he declared, “should be! 
subjected to this question: | 

“Does the advertisement, whether 
it claims to sell merchandise or 
service or whether it is of the insti- 
tutional character, say anything or 
offer anything in a manner or in a 
language that will make the reader 
like the advertiser better?” 

This question, Mr. Hall asserted, 
is fundamental and more important 
than any other test to which adver- 
tising technique can be subjected. 


Bayer Advertises 
New Lozenge 


Bayer Company Inc., New York, 
has introduced a new product to be 
known as the Bayer throat lozenge, 
a cough drop containing aspirin. All 
Bayer advertising, including news- 
paper, trade paper and radio, will 
prominently mention the new prod- 
uct but no additional campaign is 
planned at this time 

Promotion will include wide- 
spread sampling among medical 
men and point-of-sale display ma- 
terial 


Levy Adds Kawaller 


Seymour I. Kawaller, formerly 
with Grey Advertising Agency Inc., 
New York, has joined Hyman Levy 
Advertising, Newark, as copywriter 


Leading Liquors 
Improve Positions 


in Pennsylvania 


Pittsburgh, Oct. 5.—The last busi- 


|ness slump afforded owners of at 
least two leading brands of 
jan opportunity to entrench 


liquor 
them- 
selves more firmly in popular favor, 
it was indicated this week in the 


sixth semi-annual liquor survey of 


the Pittsburgh Press. The brands 
that achieved this unique result are 
Old Overholt rye, which secured 


/55.9 per cent of the state total in 


bottled in bond goods during the 
first half of 1938 and Gibson’s rye, 
which got 31 per cent of the total in 


a Congress has given you laws more widely ballyhooed 
than the Bankhead-Jones Act ... but few more genuinely 


far-sighted. 


For this is the law that lifted the blinders from the mi- 
croscopes of science in the field of agricultural research. 
For the first time in your nation’s history, it “authorized 
and directed” your Secretary of Agriculture to let scientists 
make our research programs . . . Previously, government 
funds had gone to agricultural research only by specified- 
use appropriation, largely inspired by laymen or by poli- 


the blend division. For the last half 
of 1937, Old Overholt handled only 
54.9 per cent, and Gibson’s rye, 3) 
per cent, both having improved 
their competitive positions conspic- 
uously in the six-month period. 
These percentages are far above 
those attained by any other domes- 
tic brand in its chosen field. Old 
Prentice, the rye leader, enjoyed 
11.2 per cent of the total; Cream of 
Kentucky, the leading bourbon, 
20.6 per cent; Kessler’s Private, the 
leader in blends of whiskies and 
spirits, 19.7 per cent. Among Ca- 


|nadian whiskies, Seagram's 83, with 


37.9 per cent was able to dominate | 


the field, though it lost ground dur- 
ing the half-year. 
National Distillers 


secured 13.2 


ticians with at least one foot in the pork barrel. 


Looked at from several angles, Bankhead-Jones is mighty 
interesting legislation. Its aim is not only better food 
and better clothing for a nation of 130,000,000 people, but 


per cent of the state business, while 

| Seagram’s share during the first 
half of 1936 was 12 per cent. The 
nearest competitor, Continental, got 
'9.6 per cent, followed by Schenley, 
with 8.6 per cent. 


Fleming Promoted 

Robert M. Fleming, account ex- 
ecutive with the agency since Feb- 
ruary, has been appointed manager 
of the Cincinnati branch of Harry 
M. Miller, Inc. He will also be in 
charge of radio advertising. 


“Transcript” Adds Two 
Robert Brine and Frank Heffer- 


;nan have joined the advertising de- | 
Evening | 


| partment of the Boston 


Transcript. 


October 10, 193g 
Mahoney Changes 
E. W. Mahoney, formerly with 


Brooke, Smith & French, Detroit 
and Goodyear Tire & Rubber Com. 
pany, has joined Burton Shaw 
Ickes, Inc., Indianapolis agency, as 
vice-president. 


Clifford to “Star” 


Fred Clifford has joined the loca} 
advertising sales staff of the Min. 
neapolis Star. He was formerly 
with Look and the Free Press, Man. 
kato, Minn. 


Diener & Dorskind Named 


Minute Food Products Company, 
Eastern distributor for Minute 
Foods, Ltd., Los Angeles, has up. 
pointed Diener & Dorskind, New 
York, to direct its advertising. 


enrichment of our civilization through broader understand- 
ing of natural laws underlying these ends. Its cost will run, 


at most, to $5,000,000 a year. It has shown results almost at 


once .. 


State College, Pa. 


magazine. 


. ranging from a quick-drying soybean paint oil, 
through experiments with better vegetables, better cattle, 
better chickens, to the great new grass-breeding station at 


And not the least interesting aspect of this bill is the fact 
that it might not yet be law but for the efforts of ... 4 


Country Gentleman first struck out for legislation of this 


sort with an editorial titled “Research in a Rut,” back in 
1929. A barrage of articles followed, including two by Secre 
taries Hyde and Wallace in 1929 and 1934 respectively. 
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ADVERTISING AGE 


——_ 


Pipe Smokers 
Possess Most Male 
Virtues, Says Copy 


st. Louis, Oct. 5.—A campaign 
oe niously designed to increase the 
os ber of pipe smokers, as well as 
‘ne share of the business obtained 
*rosby Square, its smoking to- 
sated, has just been launched by 
Christian Peper Tobacco company. 
Headlines printed in reverse in- 
dicate that the men who possess the 
greatest number of attributes uni- 
“ sally prized by the male almost 
invariably choose the pipe in pref- 
erence to any other method of con- 
nicotine. The copy assures 


in 
suml s 


tne 
by C 


In so far as any non-government agency may ever be 
Said to be responsible for a law, Country Gentleman is 


responsible for this one. 


And agriculture knows it. 
Just as agriculture knows a whole parade of causes 
backed by Country Gentleman for the people of agriculture 
ind also knows that no cause backed by this magazine 


has ever failed. 


think about this record, you who have advertising plans 

make. Remember that along with Country Gentleman’s 
. along with its strategic con- 
ation in the biggest and most stable single group of 
““Stomers in America... goes also a many-times-proved 
Power to move its people into action. 


to 


hear 2,000,000 circulation . . 


Centr 


| Hertslet 
| charge. 


the reader that “Pipe smokers are | 


respected,” “Pipe smokers think | Restaurants Get 
raight,” and “Pi k er | 
sane an ipe smokers never | Copy Awards 


Tied to these ingratiating state- 

ments is the argument that because | as Conclave Opens 
Crosby Square is such ? choice to-| Chicago, Oct. 4—Awarding of 
bacco, the pipe stuoker will ulti-| prizes in the advertising contest 
mately become one of its regular | sponsored by the National Restau- 
users. Crosby Square built an army ‘rant Association featured opening 
of followers because of its intrinsic | sessions of its convention here yes- 
merits and only now is attempting | terday. 

to speed up the process by em-| Three winners were named: 
ployment of advertising, it is as-|Childs Company, New York, in the 


serted. Small magazine space is|large population group; Bishop- 
being used. | Stoddard Cafeteria Company, Cedar 
Anfenger Advertising Agency | Rapids, in cities of medium popula- 


handles the account, G. Gordon tion, and Hawcock’s, Monmouth, 
being the executive in/IIl., in the small city group. Each 
|received a silver loving cup. This 


POWER TO MOVE 


contest, 


incidentally, is separate | 
from that sponsored by the NRA for 
copy appearing during National Res- 
taurant Week. 

Judges for this contest were 
Charles H. Lilienfeld, sales promo- 
tion and advertising manager of 
National Tea Company; G. D. Jung- 
bluth, Medical Mailing Service, and 
Ray Fling, Western editor, Ahrens 
publications. 

Any newspaper copy used by the 
restaurant during the past year was 
eligible, whether appearing in daily 
or weekly publications. 


Gardner Joins Leech 


Donald Gardner has joined the 
;art staff of Herbert C. Leech, New 
' York illustrator. 


PEOPLE 


POWER TO MOVE GOODS 


* 


WATIONAL SPOKESMAN 


: GENTLEMAN : 


FOR AGRICULTURE 


| 


| Fifth avenue. 


| 


IN POLITICAL EYE 


Vincent Clausen, vice-president of E. T. 

Howard Company, New York agency, 

has jumped into the political arena, ob- 

taining the nomination for Congress in 
the ninth New Jersey district. 


State Lends Weight 
fo Maintenance 
of Liquor Prices 


Changes Permitted 
Only by Authority of 
Administrator 


Atlantic City, Oct. 5.—State su- 
pervision over fair trade contracts 
on liquor products distributed in 
New Jersey has been instituted by 
D. Frederick Burnett, alcoholic bev- 
erage control administrator. The 
move was signalized this week by 
official issuance of a bulletin list- 
ing prices of 16 different compa- 
nies’ products. 

Mr. Burnett announced that “un- 
til official notice of any change in 
price lists is published in a later 
bulletin by this department, retail 
licensees are prohibited from sell- 
ing these products except accord- 
ing to these prices.” The only ex- 
ception will be when a change is 
authorized by special permit from 
Mr. Burnett. 

National Distillers Products Cor- 
poration, New York, lists 14 brands 
of whisky including Old Grand 
Dad, Old Overholt, Old Taylor and 
Crab Orchard, and two gins; 
Schenley Distributors, Jersey City, 
lists 13 whiskies, three gins, a 
grape brandy, a vermouth, Dubon- 
net wine and three Bacardi rums; 
Continental Distilling Corporation, 
Philadelphia, lists ten whiskies, five 
gins and one brand of rum. 

Others included in the fair trade 
listings are Seagram-Distillers Cor- 
poration, Gordon O’Neill Company, 
Frankfort Distilleries, American 
Spirits, Steinhardt Company, Hiram 
Walker, Gooderham and _ Worts, 
Calvert, Carstairs, Browne Vintners, 
Oldtyme Distillers, Julius Wile 
Sons, and Federal Wine and Liquor. 
Several specify a 10 per cent dis- 
count on case lots. 


Craw-Fir-Dor Bows 


A new, improved and foolproof 
upward-acting garage door, priced 
for the volume low-cost building 
field, has been introduced by Craw- 
ford Door Company, Detroit. The 
Craw-Fir-Door will be marketed 
through millwork distributors and 
lumber dealers. Fir Door Institute, 
Tacoma, Wash., will handle adver- 
tising and promotion. 


. . oe 
Joins “Morning Sun 

Sam M. Hawkins has been ap- 
pointed publisher of the Morning 
Sun, Watsonville, Calif. For the 
past 12 years, he has been North- 
ern California representative of Mil- 
ler Freeman Publications, Seattle. 


Universal Match Moves 


Universial Match Corporation has 
moved its New York office to 326 
The new telephone 
numbers are Longacre 5-1260-1-2. 
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ADVERTISING AGE 


October 10, 193 


———— 


Advertising Produces | 
Pr ofits: The Twelfth of a Series | 


Simmons Advertising 


New York, Oct. 6.—In its cur- 
rent promotion of Beautyrest mat- 
tresses, the Simmons Company is 
rounding out 23 years of uninter- 
rupted national advertising. In point 
of time, it is scarcely more than a 
third of the company’s business life, 
but it marks a period of significant 
development in which annual sales 
volume has been increased by al- 
most 900 per cent. 

It was 67 years ago, in 1871, that 
Z. G. Simmons laid the modest 
foundation for what is now the Sim- 
mons Company. He manufactured 
metal beds and enjoyed a steady, if 
slow, growth. By 1915, annual vol- 
ume had mounted to the respectable 
figure of $4,710,018, without the aid 


of advertising. However, 


oped. 


The metal bed had fallen into dis- | 


repute. It had been cheapened, 
both in price and quality, until it 
was considered suitable only for 
cheap boarding houses and for serv- 
ants’ quarters. Dealers found it an 
unsatisfactory item. 

So the Simmons Company made a 
radical change in its manufacturing 
and merchandising policy. It 
brought out a line of metal beds 
which struck a new note in price, 
quality and style, and in 1916 it be- 
gan buying color pages in national 
magazines to picture the new beds 
in surroundings of refinement and 


a highly | 
unsatisfactory condition had devel- | 


SLEEP, IT ISA BLESSED THING 


CAN'T oa To nee 


D". 


SIMMONS ester 


ua oes Why bother with 


Sleeping Aids? 


= What you really need is the 


Right Kind of Mattress 


THE BEST PRESCRIPTION FOR A GOOD  wiGNTS suri 


~ ‘SIMMONS Bona 


ee 


Specimens of recent Simmons advertising in which relief from sleeplessness is 
effectively dramatized. The company has been advertising for an uninterrupted 


pone of 23 years and has watched its sales increase 900 per cent since then. 


luxury, and thus to resell the public 
and revive the fading market. 

That year marked a definite turn- 
ing point in the company’s affairs. A 
change in public attitude soon 
started sales volume on the upgrade 


and encouraged Simmons to intro- 
duce metal chiffoniers, dressing ta- 
bles and chests of drawers. 
Encouraged by the success of the 
initial advertising, Mr. Simmons ex- 
panded his promotional efforts and 


WHAT OTHER FELLERS THINK OF US 


He Ranks 2nd Among — 
All American Magazines 


kb 


. 
“ 


OOD HOUSEKEEPING, McCall’s and Pic- 


torial Review have recently completed 


con“ ao ot xm & RP pe 


"a 


E. 40th St., New York 


Do you 


the most helpful ar 


identical surveys among their readers. They 
asked a representative number of them the eight 
questions below. The answers were tabulated, 
adjusted to compensate for the varying number 
of readers of each magazine who answered the 
questionnaires, and scored on the basis of three 
points for first place rankings. two points for 


second place rankings. and one point for third 
place rankings. The statistical method used was 
approved by the research heads of leading ad- 
vertising agencies. Parents’ Magazine is privi- 
leged to present its ranking in the surveys made 
by these three magazines. In aggregate score 


ey 
4 


on all eight questions Parents’ Magazine ranks 


second among all American magazines!! 


Kindly list the magazines you most value (in order): 


If you saw the same advertisement in several magazines, would you be 


more influenced by the advertisement because it appeared in certain maga- 
zines that you read than in others? 


ne ee save copies of any of the magazines you read? If so, which, and 


those which have for you the greatest lasting value: 


m (in order): 


Although Parents’ Magazine has no fic- 
tion, and consequently received no score 
on question No. 7 which relates to fiction, 


Of those magazines you read regularly, which in your opinion publishes 
the most helpful material on child suauilieal ( 4 af 


in order): 


its high ranking on the other seven ques- 
tions nevertheless places it second in 
aggregate score on all eight questions. 


Details of the surveys furnished on request 


PARENTS’ 


The Bible” of 475,000 Conscientious Well to-do 


230 N. Michigan Ave., Chicago 


If so, please rank ‘ 


a the magazines you read regularly, please rank those you think are 

strictest in excluding advertisements of unreliable products: 

ve old issues of your magazthes away? 

yeaa — ch you think are most appreciated by the persons to whom you 
ve them: 


Of those magazines Be read regularly, which in your opinion publishes 
cles on food and home making (in order): 


Of th 
» ald mee ae apetecs you read regularly, which in your opinion publishes 


$$$ 


in 1924 brought out the Beauty, 
mattress as a strictly quality Prod. 
/uct priced wi above competip 
| lines. With the Beautyrest as a Cor. 
/nerstone, he set out to build a cam. 
_paign which would make the Public 
| sleep-conscious and teach people the 
importance of buying beds, Springs 
|and mattresses with an eye to health 
| and comfort. 
| To provide a scientific basis fo, 
| his promotion, Mr. Simmons ep. 
|dowed fellowships at Mellon Ingtj. 
‘tute for six years, during Which 
fore there was conducted an jp. 
tensive, technical study of sleep and 
sleeping equipment. 

By an ingenious recording device, 
‘movements of sleepers were re. 
_corded in nightly sequence. Motion 
pictures were taken to show the na. 
ture and variety of postures which 
are assumed by normal, healthy per. 
sons during a normal period of 
slumber. The results demonstrate 
that people do not sleep inert, byt 
that changes of bodily position are 
made from 20 to 60 times a night. 

Beginning in 1930, the results of 
this study formed the basis for Sim- 
mons advertising and the company 
definitely set out to sell sleeping 
comfort, rather than beds and mat- 
tresses. The Beautyrest was offered 
as an aid to beauty, and copy main- 
tained that no woman could look 
her best unless well rested. 


Price No Barrier 


It is a tribute to the effectiveness 
of Simmons advertising that the 
Beautyrest, which sells for twice the 
price of the average mattress, has 
led all other products of the com- 
pany in sales volume. 
invested $12,000,000 in this product 
last year. Total wholesale value of 
Simmons products in 1937, including 
mattresses in different price brack- 
ets, beds, springs, studio couches 
and metal furniture, was $36,000,- 
000. 

Since that first magazine cam- 


has expended about $14,000,000 in 
advertising. Most of this has gone 
into magazines, though newspapers, 
radio, and outdoor have also been 
used. In 1932 a policy of coopera- 
tive mewspaper advertising was 
adopted for Beautyrest mattresses 
and a few other Simmons products 
and since that time the company has 
helped to defray the cost of retail 
advertising on these particular items 
on a 50-50 basis. 

Current promotion includes full- 


magazines and copy service for re- 
tail newspaper advertising which is 
placed by the individual stores, 
though paid for in part by Simmons 
In addition, a sales plan has been 
devised to enable Beautyrest mat- 
tress to capture some of the mass 
market. 


Plan Compares Costs 


This plan compares the cost, pe! 
night, of the Beautyrest with the 
average mattress and stresses the 
fact that the difference is only one 
cent. To each Beautyrest mattress 
is attached a tag upon which has 
been pasted a shiny, United States 
penny, labeled “The magic sleep 
penny,” and salesmen are schooled 
in dramatizing this theme. Point of 
purchase display material features 
the slogan: “The world’s finest 
sleep costs only one cent more 4 
night.” 

Simmons advertising is handled 
by J. Walter Thompson Company 
and the list for 1938 includes 
American Home, Better Homes & 


Gardens, Bride’s Magazine, G00 
Housekeeping, Ladies’ Home Jour 
nal, McCall’s and The Saturda 


Evening Post. 


ad 
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paign was started in 1916, Simmons | 


page advertising in seven national | 
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Stimulating dealer attention for Old Mr. 

Boston whisky or gin is this new gift 

decanter promoted by a special display. 

Ben Burk created the idea and Forbes 

Lithograph Company, Boston, handled 
the production. 


Albert Richard in 
Season's Stride 
with Football Map 


Milwaukee, Oct. 5.—Both decora- 
tive and timely is the 1938 football 
map introduced this week by Albert 
Richard Company, maker of leather 
and wool sports coats, as an inquiry 
pulling stimulant to its national 
magazine copy. 

The football map, measuring 26 
by 19 inches, is printed in full color, 
showing names and locations of 
leading colleges, official school col- 
ors and nicknames of major athletic 
conferences and their geographic | 
positions. 

Albert Richard dealers have been 
supplied with the maps and all in- 


quiries received by the company 
will be referred to these stores. | 
Dealers will contact the inquirer, | 


inviting him to come in for his map 
and possibly to glance over some 
of the Albert Richard coats. 


Space for Product Copy 


The reverse side of the map is 
levoted to extensive review in 


Business Would | 
Welcome Quiz on 
Monopoly: Francis 


New Brunswick, N. J., Oct. 4.— 
Business welcomes an_ impartial 
and broad-gauge government in- 
vestigation of monopoly, Clarence 
Francis, president of General Foods 
Corporation, yesterday told the 
Newspaper Institute of the New 
Jersey Press Association, meeting 
at Rutgers University. 


“American business has grown 
under the stimulus of competition,” 
said Mr. Francis, “and we want to 
be sure that any concentration of 


vords and pictures of the various | 
types of sports coats offered men 
and boys. It also lists an Albert | 
Richard All-American team, se- | 
lected by football fans. Selection of | 
this team is made by ballots which 
very purchaser of an _ Albert)! 
ichard coat receives. 
Window and counter displays and | 
newspaper mats are being furnished | 
lealers for tie-up promotions with | 
national copy. Neisser-Meyerhoff, | 
Inc. Chicago, is the agency in 
harge 


Agency for Natone 

Natone, Inc., Los Angeles cos- 
metic manufacturer, has appointed 
Hillman-Shane Advertising Agency, 
0s Angeles, to handle its account. 
The American Weekly and screen | 
Publications will be used. 


“Get “em 


YOUNG!” 


Get ‘em young—and tell ‘em every- 
things’’ 


| 


When you convince a high school 
you have won for yourself a per- 
‘stant voice in Dad's and Mother's 
ears. You have a tireless “repeater” 
that has no equal for attention-get- 
‘ing. Mother and Dad can't ignore 
your product for they can't ignore 
that youngster’s voice. 


\nd then, in a brief ten years, that 
youngster will be an adult with buy- 
'N& power of his own. Convince him 
today. Tomorrow, his good-will (and 
that of thousands like him) may 
mean all the difference between plus 
*n¢ minus in your business. And to- 
™orrow's men are today's readers of | 


American Boy: 


ETROIT MICHIGAN 


| good for the country. 
|in the price structure is hampering 
_ business, let’s study it and correct 


economic power does the utmost|cam, and director of the American 


it. Bigness and evil are not neces- 
sarily synonymous. There are more 
people employed today in distribu- 
tion alone than in the entire field 
of manufacturing in 1900. Charac- 
ter, conduct and results should be 
the guide.” 


Thomson Gives Talk 


Other speakers at the institute in- 
cluded William A. Thomson, direc- 
tor of the Bureau of Advertising, 
American Newspaper’ Publishers 
Association, and Dr. George Gallup, 
vice-president of Young & Rubi- 


| 


If something | Institute of Public Opinion. 


The Elizabeth Daily Journal was 
awarded first prize for general ex- 
cellence among daily newspapers of 


more than 10,000 circulation. Among | 


the smaller dailies, the Morristown 
Daily Record was the winner. 
Among the weeklies and semi- 
weeklies of more than 3,000 circu- 
lation, first prize went to the Red 
Bank Register, while the Sussex 
Independent took the honors among 
the smaller weeklies. 


Malcher Joins “You” 


You has appointed Virgil Malcher 
as Western representative in Chi- 
cago. 


cre ti eipufliame te Me fet Medd 


more than 


be 


of Newsweek’s audien 


be — 


Ce 


have annual incomes of 
$3,000 or more 


For “Toronto Star” 
| William Wallace, advertising 
| manager of the Toronto Star, has 
j}announced the following appoint- 
|ments: W. J. Campbell, assistant 
advertising manager; W. J. Frost, 
manager of national advertising for 
the Daily Star, and W. A. Camp- 
bell, manager of national advertis- 
ing for the Star Weekly. 


New Post for Donahue 


Donald Donahue has resigned as 
sales manager of the radio depart- 
ment of J. J. Devine & Associates, 
New York, to join the New York 
sales staff of George P. Hollingbery 
Company, radio station representa- 
tive. 


OE che 320,000 families reading News- 
week, 67.2% — 215,000 — have incomes 
of $3,000 or more a year. 41.3% of 


Newsweek's families have annual in- 


comes of $5,000 or more. 


Significance~A Department of Labor 
study that shows the relationship of 
family income to family buying, supplies 


evidence that Newsweek's audience is far 


Tlewsweek 


superior to average families. On the basis 
of the Department's figures, Newsweek's 
families spend: 


4.8 times as much for automobiles 
5.2 times as much for life insurance 
2.3 times as much for tobacco 

4.1 times as much for entertainment 


The trend’s to Newsweek 


The Magazine of News Significance 
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Post Office Awakes 
to Possibilities 
of Merchandising 


Launches Promotion 
Drive, Offers New Fam- 
ily Packet 


Washington, D. C., Oct. 6.—Tak- 
ing a leaf out of the book of big 
business, the United States Post Of- 
fice has developed and begun dis- 
tribution of the first “family packet” 
of postal supplies ever sold in this 
country. The packet, which sells 
for 20 cents, includes four two-cent 
stamped envelopes, five penny pos- 
tal cards and six one-cent stamps. 
While designed primarily for rural 
families which are out of touch with 
postal stations, the package is ex- 
pected to meet with a cordial recep- 
tion in urban centers also. 

While the new package will be 
merchandised aggressively by 
means of form letters to prospects, 
metropolitan markets will be the 


target for a special campaign de- 
signed to encourage and spread the 
lart of letter writing. The promo- 
‘tion material is written in Wash- 
|ington and provided to local post- 
|masters to send out over their own 
‘signatures. The general tenor is 


lication advertising, but the Post 
Office Department seemingly is well 
aware of the more intimate passages 
which may find a place in direct 
mail and it has gone human in a 
ibig way. 


Seeks Happier World 


“It’s only a few steps to the near- 
est mail box—write a letter,” this 
touching missive will read. ‘‘Take a 
little chunk of your heart and 
spread it over some paper; it goes, 


dear to you” 
Write a letter and give them the 
same thrill you had when you last 
received that same kind of a letter. 
Think of the joy of opening the 
mail box and drawing out a warm 
envelope enriched with old familiar 
hand-writing. A personal letter— 


that used by American Telephone | 
& Telegraph Company in its pub- | 


it’s good to get one. So send one— 
write a letter!” 

While there is more in the same 
vein, the hosts of James A. Farley 
do not overlook the other angles in 
their exhortations. Perhaps this ex- 
cerpt was penned by the master 
/ himself: 

“There’s a man in public life you 
admire, believe in, rave about. 
Write him a letter of praise, of en- 


‘ . | : 
Prove it with a letter: | Maurice A. Melford, formerly ac- 


/couragement. To be ‘with him in 
‘spirit’? is not enough—show your 
ispirit with a letter. We can’t all be 
pioneers, crusaders, presidents — 
/but we can help those brave men 
stay on the track and push through 
to a grand and glorious success if 
all we say is ‘Attaboy!’ Write an 
‘Attaboy’ letter!” 

Then there is the commercial 
aspect, which receives passing no- 
tice with advice to write letters to 
get a job, land an order, or to make 
customers more loyal. 


loh, such a long way! 

“Write a letter to your mother or 
father, to your sister, brother, | 
sweetheart, loved ones. Are they 


Melford Forms Agency 


count executive with Howard G. 
Mayer Publicity Service, 
has organized his own agency at 224 


formerly with Howard Mayer, will 
be associated with Mr. 


trial and institutional accounts. 


of material of 


them 


Our October issue, 
meeting of the 


in the hospital field and 


100 E. Ohio 


Pacitice 


substantial businesses. 


real, 


just 


Coast representatives: 


If you were a hospital superintendent 


You'd want 


practical 


information and ideas 


Hospital superintendents are business men and women running big, 


tion and assistance as executives in other lines of business. 
That’s why HOSPITAL MANAGEMENT has always stayed on the 


practical side in its editorial purposes—devoting itself to the presentation 


day-to-day 


administrative problems concerned directly with medical and surgical care, 
with such prosaic but essential subjects as hospital construction and main- 
tenance, food service, accounting services, housekeeping, and the smooth 
operation of the scores of departments that constitute a modern hospital. 

Because of this editorial perspective, HOSPITAL 
has been recognized for 20 years as the most practical, most useful paper 
in the hospital field. 

If you want to talk business to hospital executives, it’s wise to talk to 
them through the pages of the magazine which always talks business to 


in language which they like and can understand. 


off the press, contains the first 


American Hospital Association and allied groups in Dallas 


would like 


a copy of this issuc, 


Hospital Management 
The National Magazine of Hospital Administration 


St., Chicago — 


Don Harway & Co., 


They require the same type 


value—discussing, in addition to the 


published 


write us on your business letterhead 


330 W. 42nd St., New York 


Los Angeles and San Francisco 


of business informa 


MANAGEMENT 


report of the annual 


If you're interested 


(li 


E. Ontario street. Gertrude O’Brien. 


Chicago, | 


Melford. | 
The agency will specialize in indus- | 


| 


Stressed in New Hubbard as : 
Royal Typewriter Agency President [| | 

New York, Oct. 5.—‘‘New Num-| New York, Oct. 4.—Withdrawal : 
ber One,” the latest addition to the | of Francis G. Hubbard from Kim. 


"Magic’ Feature 


|; nouncement copy in 85 newspapers. 


| copy appears. 


ROYAL EQUIPS TYPEWRITER WITH MAGIC 


CHICAGO. ..ITS HERE 


wit! MAGIC MARGIN 


most AMAZING FEATURE EVER PRESENTED! 


MORE THAN EVER . 
WORLD'S No. 1 TYPEWRITER) 


hg ater Paes 


ROYAL TYPEWRITER COMPANY, INC. 
427 West Randolph Street, Chicago, I. Rendolph O200 


Reichner Succeeds 


Royal Typewriter Company line, is 
introduced nationally this 
week after having been unveiled 
here at the 35th annual National | been changed to Morgan Reichne: 
Business Show. The new model|g% Co. Mr. Reichner succeeds Mr 
will be backed by 1,000-line an-| Hubbard as president and treasurer 
Other officers are Amos Stote and 
A campaign in national magazines| Charles H. Bauer, vice-presidents 
will start Oct. 15. 'and Harold A. Bowman, secretary 

The feature of the machine is an | Kimball, Hubbard & Powel start- v 


ball, Hubbard & Powel was re. 
vealed today in the announcement 
that the name of the agency has 


being 


oe SS a ee ee 


automatic “magic margin,” which | eq in 1932 as Abbott Kimball & Co §) © 
eliminates setting the margin by|In a short time the other names t 
hand. The invention is being! were added. Mr. Reichner came t : 
dramatized in all Royal advertis- | the agency from Batten, Barton : 
ing by the words, “No fuss, no | Durstine & Osborn in 1935, first as 


fret, click—it’s set.” Another phrase | account executive, later as vice- 
to be used in all copy is “Royal,| president, and when Mr. Powel 
more than ever world’s number one | withdrew from the agency a yeat 
typewriter.’ l|ago, he became secretary. Mr 

Localized Appeal Kimball withdrew in July, 1937, to ‘ vi 


form his present agency, Abbot 
Each advertisement will suggest | Kimball Company. ‘ 


that the new model be subjected to| Under its new name, Morgar 
the “dark test,” a copy theme used | Reichner & Co. will continue t 


in Royal advertising during the| handle the same accounts as hereto- % x 
first six months of this year. An-| fore, and no other changes in per- B 
other novelty is the localizing of | sonnel have been made. Mr. Hub- 7 4 
announcement advertising in news-| pard’s personal plans for the futur d 
papers by including in the headline 


have not been announced. t) 


the name of the city in which the 


W. H. Beckwith, advertising man- | National Coney Appoints 


ager, termed the promotion “the Fashion Advertising Compan) ? 
greatest standard machine adver-|New York, has been appointed p 
tising campaign in history.” Sev-| agency for the National Coney Fu 
enteen consumer and class maga- | Institute, New York. A cooperati\' 


pe : ; perce : : ill be. fol 
zines will carry the campaign be- |"¢WSpaper campaign will 
- palg lowed with insertions in _ fashio 


tween Oct. 15 and Jan. 21. - bi 
Ji 1. Amer | magazines. ? 
ican Business, Business Week, Col- 


lier’s, Dun’s Review, Forbes, For- | by 
tune, Liberty, Nation’s Business, | CBC Names Dilworth ; | 
The Saturday Evening Post, and | Ira Dilworth has been appointee® ;),, 
Time are included. Buchanan & ee seneeuing Oo See ni 
Co. New York, has the account. | British Columbia, with headquar jij ' 

ew Number One” will be pro- ‘ters in Vancouver. Ge 
moted in school publications as | Sa 


“the perfect teaching typewriter.” | ° Ti 
: =" "| Western Artists Expands § ;, 


Copy declares that, for the first ” 
time, a typewriter manufacturer| Western Advertising Artists, Lis 
Angeles, has moved to larger office 


has given “the human side of typ- 
pos complete consideration in de- pa, Bankers’ bldg., 629 S. # - 


signing a new model. 


Spang Leaves Swift 
for Gillette 


es 
J. P. Spang, Jr., has resigned 
vice-president in charge of sales of 
Swift & Co., Chicago meat packer. 
to become executive vice-president 


+ 
Every cily 
of Gillette Safety Razor Company . f it 
ae Jones, vice-president, takes | has its avorl ¢ 


over Mr. Spang’s duties with Swift | 2 ‘ 
Kendall Appointed Peon mae >. 


Paul E. Kendall, formerly in 
charge of developing farm market 
activities for Johns-Manville Cor- 
poration, has been appointed educa- 
tional director of sales development 
program being prepared by Trade- 
Ways, Inc., for the Merchandising 
| Institute of National Retail Lumber 
| Dealers Association, Rochester, N. Y. 


| Feldman in New Post 


J. M. Feldman, formerly business 
manager of The Sentinel, Chicago 
Anglo-Jewish weekly, has joined 
Jacobs List, Inc., Clinton, S. C., as 
manager of the Anglo-Jewish divi- 


i 
as | 


ON THE NBC RED On THE NBC RED NETWON 
F aL REPRESE yw 0. 


RD PETE 


|sion. His headquarters will be in| 
| the Chicago office, 162 E. Ohic 
street. 
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Climate Isn't All, ~NEW HOLLYWOOD HEADQUARTERS FOR J-W-1 


Tourist Reminds 
California Host 


New Tack Features 
Campaign of All-Year 
Club 


(Picture on Page 31) 


Los Angeles, Oct. 6—The famed 
California climate, long used to 
jure tourists from chill Eastern 
states, gives way to some extent to 
other California virtues in the cam- 
paign launched this week by the 
All-Year Club of Southern Cali- 
fornia with the tourist himself, 
rather than the native son, sched- 
uled for a star role. 

Ross Welch, chairman of the 
club's advertising committee, em- 
phasized, however, that the copy 
theme would not depart in principle 
from that successfully used during 
the past 17 years. Magazines are 
scheduled for the fall drive, with 
this medium to be augmented by 
newspapers in the spring. 

The California tourist emerges in 
the new copy as an even stronge1 
pooster for the state than his host. 
In one insertion, the tourist com- 
ments, “You’ve talked for years 
about your sunshine, your thermo- 
statically controlled climate, your 
palm trees and the limitless op- 
portunities to enjoy every kind of 
sport and recreation.” Adding to 
this, the tourist then reminds the 
native son, “But look what you're 
leaving out! 


J. Walter Thompson Company will combine its Hollywood and Los Angeles offices 

into one unit at the beginning of the year and will occupy this ultra modern 

building at Vine street and Selma avenue in Hollywood. The building will be air 
conditioned and will have modern indirect lighting. 


J 


al 


“This amazing city, for instance 
--Los Angeles, bigger than Rome. 
Your symphony orchestra, your 
scientists, your modern architects, 
your Hollywood costumers, your 
movie stars, playrights, radio celeb- 


gin to get what I mean?” 
This dialogue is broken up by 


) several illustrations dramatizing the 


| points referred to. A good part of 
/ the space in each insertion is also 


devoted to the fast methods of 
transportation available to tourists, 
the lower prices prevalent on the 
West Coast and the services of the 
club's official information bureau in 
Los Angeles. 


Not only is the I & I Group Plan 
winning praise frora hundreds of 
alert advertisers and agencies, but 
it is also attracting additional 
Four more dailies 
have now been added to the I & | 
Group. 


newspapers. 


Instead of the original 74, you 
can now reach 78 important mar- 


Club Uses Coupons 


Readers are invited to send in the 
coupon for the club’s 80-page guide 
book and also to specify which 
route they prefer to take if coming 
DY auto. 

Color will be plentifully used in 
the fall campaign, with the schedule 
including Atlantic Monthly, Har- 
bers Bazaar, Harpers, National 
Geographic, The New Yorker, The 
Saturday Evening Post, Scribner’s, 
Time, Travel and Vogue. Lord & 
Thomas is the agency in charge 


kets easily and profitably through 
the smooth-operating, reliable 
I & I Group Plan. 


How You Save Money on 
Frequency Discounts for National 
Advertisers 


You save up to 10% on the gross 
billing of a consistent newspaper 
campaign in one or all of the I & I 
Group dailies through the Frequen- 
cy Discount Schedule—similar to 
local advertiser setups. 

Both large and small space users 
can profit from this money-saving 
feature because discounts apply to 
each individual paper. You can use 
one or more and get your discount 
from each one. Placing of schedules 
and billing is handled direct with 
each paper. 

Start taking advantage of this 
chance to save. Write today for your 
copy of the Frequency Discount 
Schedule. 


COLLINS. 
MILLER 8 
HUTCHINGS 


G Qup 
TO mane 

wae teeree 
aOv Cal etees 
OSE COmwEs tH T 
Ame PROOUCTi VE 


PHOTO-ENGRAVERS 
IN CHICAGO 


FIC Accuses | 


National Biscuit 


of Trade Restraint 


Washington, D. C., Oct. 5.—Mon- 
opoly of distribution facilities is 
charged against National Biscuit 
Company, New York, in a complaint 
issued today by the Federal Trade 
Commission, alleging violation of 
both the FTC and Clayton Acts. 

Prevention of competition and 
unreasonable restraint of trade are 
alleged to have resulted from Na- 
tional Biscuit Company’s “head- 
quarters discount agreements” with 
certain jobbers under which these 
wholesalers, said to render little if 
any service, receive an arbitrary 


discount based upon the aggregate 
amount of purchases by certain 
listed retailers. These lists, pro- 
vided by the manufacturer, and 
allocated to its wholesalers, are 
alleged to contain many names of 
dealers who are not customers of 
the National Biscuit Company, and 
who are not even known to the job- 
bers to whom they are allocated. 


Pays Arbitrary Sums 


In some such instances, it is al- 
leged, the company pays its dis- 
tributors arbitrary lump sums, often 
without consideration other than 
their agreement to deal only in Na- 
tional Biscuit Company products. 
The result, it is charged, has been 
to deprive smaller competitors of 
outlets. 


Bow One letter 


Brings you Complete 
Information on 


1078 


Rich lowa and 
Illinois Markets 


The LéL Group gives 


you another aid to Easy, 
Profitable Newspaper Advertising 


No longer is it necessary to write 78 letters to get complete, 
up-to-date information on 78 lowa and Illinois markets! The 
unprecedented I & I Group Plan eliminates confusion, worry 
and expense by cutting your correspondence to only one letter 
... an absolute minimum! 

It couldn’t be simpler or easier to get quick, dependable 
information from 1...10... or all 78 I & I Group markets. 
All you do is simply write one letter to the Iowa Daily Press 
Association, 405 Shops Building, Des Moines, or the Daily News- 
paper League of Illinois, 403 Leland Office Building, Springfield, 
Illinois . . . state the data required . . . specify the number of 
markets you want reported. 

The I & I Group system carries on from there. Desired re- 
ports from each individual paper are promptly sent direct to 
you with a uniform presentation from each one. Think of the 
time, effort and money this saves you. This service is especially 
designed to help you get increased sales and profits from two of 
America’s leading markets. Start using it today. 


lowa Daily Press Association 
Daily Newspaper League of Illinois 
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ADVERTISING AGE 


October 10, 193, 


Sketches Urban 


Markets on Basis 
of Buying Power 


Political Divisions Dis-| 
regarded in New Break- 


down of U. S. 


New York, Oct. 5.—A new ap- 
proach to market evaluation which 
charts sales potentials according to 
concentration of buying power, 
without regard to political subdivi- 
sion, is contained in the Urban 
Market Atlas, result of a six-year 
study by Outdoor Advertising, Inc. 
The atlas substitutes 1,901 urban 
market areas for more than 100,000 
cities and towns. 

In discussing the background and 
purpose of the study, John E. Bren- 
nan, Outdoor Advertising research 
director, pointed out that as long 
ago as 1925 Herbert Hoover, then 
Secretary of Commerce, told the 
National Distribution Congress in 
Washington that advertising and 
sales campaigns in unprofitable ter- 
ritories were causing tremendous 
national waste. Since that time, 
Mr. Brennan added, increasing at- 
tention has been paid to the prob- 
lem of more efficient marketing, 
although the scarcity of accurate 
information has been a staggering 
handicap. He also remarked that 
millions of dollars have been spent 
for product research, but for every 
dollar spent that way “market re- 
search gets only a two-cent stamp.” 

“We are not dealing with one big 
national market,” he said. “We are 
dealing with many separate mar- 
kets, each of which has to be han- 
dled in an individual way. The 
sale of nationally advertised food, 
drug, automotive, soap, cosmetic, 
and many other consumer products, 
is affected by local market condi- 
tions—by the general standard of 
living of the community, by racial 
characteristics, by the hardness of 
the water which flows through the 
kitchen faucet, by the availability 
of gas and electric service, by cli- 
matic conditions and geographical 
location, and by the presence of 
important local brands.” 


Study Local Conditions 


How to mark out areas in which 
marketing would be affected by 
identical conditions was the prob- 
lem of the study. The type of in- 
formation to be revealed for each 
area was decided upon by a ques- 
tionnaire sent to advertising man- 
agers and directors of marketing all 


WE SOLVE IT! 
Translations and publicity in all Foreign 
Lunguages Advertising Stvle Com- 
position & Make-Up for all Languages. 
and charge regularly “‘A for an Alpha.” 

GEORGE STAVROU 
132 Nassau St., New York, N. Y, 


|! merchandising activity. 


over the country and the survey it- 
self was based largely upon gov- 
ernment retail sales figures. 

“Government figures,” said Mr. 
Brennan, “have gradually been sup- 
planting other less certain methods | 
of evaluating markets. | 


However, | 
they have one weakness in that the 
government must record those fig- 
ures by political units rather than 
by market units. In many cases 
figures are recorded for parts of a 
market without any indication of 
how they should be combined to 
arrive at total sales for the market 
as a whole. 


“No marketing plan would fail to 
combine figures for Minneapolis 
and St. Paul, nor fail to add to the 
figures for Detroit those of Ham- 
tramck and Highland Park. Few 
people would fail to recognize the 
social and economic ties which bind 
together such places as St. Louis, 
Mo., and East St. Louis, Ill., Phila- 
delphia, Pa., and Camden, N. J., or 
Kansas City, Kan., and Kansas City, 
Mo. These are some of the more 
obvious examples. The extent to 
which this grouping should be car- 
ried can only be determined after 
a comprehensive study of market 
patterns.” 

This is the study which is pre- 
sented in the Urban Market Atlas. 
It marks out masses of people 
rather than political subdivisions, 
on the theory that masses are mar- 
kets. For the purpose of the survey, 
an urban market has been defined 
as a place having a population of 
more than 2,500 and a population 
density of over 100 people per 
square mile. To each central town 
or city have been added adjacent 
townships which come within those 
specifications. 


The result is a list of 1,901 mar- 
ket areas, occupying only 2.5 per 
cent of the land area of the coun- 
try, but including 65 per cent of the 
total population, 73 per cent of all 
retail stores, and 86 per cent of all 
retail business. Retail sales per 
square mile within the urban mar- 
ket areas are $366, against a sales 
figure of only $1.60 per square mile 
outside those areas. 

The atlas contains maps of all the 
states on which the urban market 
areas are plotted against the high- 
way pattern. Political subdivisions 
are not indicated, but the market 
areas are graded according to retail 
sales volume. Those with over 
$25,000,000 sales, per year, are “A” 
markets; those with annual volume 
of $10,000,000 to $25,000,000 are | 
“B”; $5,000,000 to $10,000,000 are 
“C”; $2,500,000 to $5,000,000 are 
“D” and under $2,500,000 are “E” 
markets. 

Complete statistical information 
concerning each market is given on 
the back of each map, including 
retail sales by types of products; 
population and occupational activi- 
ties; standard of living index; num- 
ber of homes owned and rented; 
number of automobiles owned; cli- 
mate information, with minimum, 
maximum and average tempera- 
tures; agricultural income; and 
many other facts important to 


Your child's 
monogram 


Here's a premium 


offer is limited! 


PREMIUM USERS! 


Send for these 
MONOGRAMMED |’ iH } I ! 
PENCIL SETS ° 
Sales Managers, Executives... 


we're willing to let you prove its popularity 
at our expense! Let us send you, free, a 
stunning gift box of 4 monogrammed pen- 
cils for yourself or your wife. . 
delighted out of all proportion to the size 
of the gift! Because it's persona!—dillerent! 
We'll also send free, the clever mono- 
grammed pouch with 3 pencils, all beauti- 
fully monogrammed. Just write us on your 
company's letterhead and by return mail 
you'll receive both pencil sets, with infor- 
mation about self-liquidating premium of- 
fers that shoot sales upward—and involve 
no work for you! Write us now/—this free 


EMPIRE PENCIL COMPANY 


Shelbyville, Tennessee 
“The Pencil City” 


Your wife’s 
monogram 


Getting Personal 


that makes such a hit, 


she'll be 


<<? 


ANA convention sidelights: V. L. Simpson, a. m. for du Pont 
Zerone, chose a swell listener when he began to discuss child rearing 
problems—E, J. Fitzgerald, v. p. of Harold H. Clapp, Inc., was at the 
other end of the conversation. . 


H. J. Henry, who looks after Tek toothbrush advertising, was 
happy when the shindig was over. He’d been on the convention high- 
way for three solid weeks. . . 


So wrapped up in the subject 
HONEYMOON LANE of public relations is Allan 
Brown (Bakelite Corporation) 
that he finds time to talk about it 
even when he awaits his chance 
to tee off on a golf course... 


Little did some of the ANA 
boys who were asked to appear 
at the “March of Time” studios 
a few weeks ago realize how 
their physiognomies were to be 
used. The Life editors per- 
formed some first-class picture 
stunts—H. B. Thomas, retiring 
ANA chairman, turned up in the 
picture as a perspiring surgeon; 
H. M. Shackelford (Johns-Man- 
ville) as a Father Divine addict; 
Paul West, ANA prexy, as Der 
Schoner Adolph (Hitler to you); 
Phil Thomson (Western Elec- 
tric) as Mahatma Ghandi; A. O. 
Buckingham (Cluett, Peabody) 
as Il Duce; and a host of others 
in roles just as ludicrous. . 

Fashion note: Carroll Rheinstrom, True Story a. m., cast an aura 
of brilliance over the Homestead’s bridle paths with his riding jacket 
of many, many colors... 


Chester B. Bowles (Benton & Bowles) has purchased Hayden’s 
Point, an 80-acre tract on the Connecticut River at Essex, Conn., 
where he will build a new home... 


H. T. Lorentzen, New York agency exec- 
utive, is shown with his bride, enjoying 
the sunny relaxation of The Homestead, 
Hot Springs, Va. The Lorentzens left 
the resort just as the ANA moved in. 


Chicago’s New Century Committee has awarded second prize in 
an amateur motion picture contest to Robert L. Shless, classified a. m. 
of the Chicago Evening American. The 16 mm. film was called “The 
Story of a Want Ad.” Thor M. Smith, of the paper’s promotion de- 
partment, prepared the continuity. . . 


Leonard Lathrop, a. m., Jersey Central Power & Light Co., Asbury 
Park, is honeymooning with the former Alyce Conway... 


Recent visitors to Gotham include L. B. Wilson, pres., WCKY, 
Cincinnati; James E. Williamson, adv. dir., Macfadden Magazines, 
London, and Harry Butcher, Washington v. p., CBS. Charlie Phelps 
and Harry Kopf, NBC sales staff, are back at work after a vacation 
in Mussolini’s land. Thomas S. Barratt, South American mgr., N. W. 
Ayer & Son, has returned to Buenos Aires. . . 


Col. S. R. Snapp, who busies himself covering grocery conventions 
in his trade relations work for Standard Brands, Inc., was called to 
the N. Y. Athletic Club for “a conference.” The “confer” part was 
the McCoy, for company officials conferred on him a gold watch, in 
appreciation of his 25 years’ service with Standard Brands and its 
predecessors. . . 


Harry Flowers, head of his own photo-engraving business in New 
York, is well named. He is an enthusiastic flower-grower, and re- 
cently walked off with two firsts, two seconds, and three honorable 
mentions in a competition sponsored by the Herald Tribune... 


Mrs. Ralph Starr Butler, wife of the v. p. in charge of adv. for 
General Foods Corporation, did the dedication honors at the launching 
of the “Harvard,” new deep-sea fishing boat added to the fleet of Gen- 
eral Seafoods, a subsidiary of General Foods. Affair was held at 
Quincy, Mass., Oct. 8... 


Hamilton M. Wright, Sr., head of the organization that bears his 
name, is in Paris to arrange for advertising Egypt in this country 
during the winter. . . Alfred J. McCosker, pres., WOR, Newark, and 
board chairman of MBS, has completed 15 years in radio. . . George 
Boling, N. Y. mgr., John Blair & Co., radio rep., has been home 
sick. .. 


Dick Borden, asst. dir. of sales, the Borden Company, will chair- 
man the advertising and marketing forum committee of the Ad Club of 
N. Y. His aides include: Prescott Beach, adv. & sales prom. mgr., 
Vulcanized Rubber Company; Alfred Oliver Buckingham, vy. p., Cluett, 
Peabody & Co.; F. R. Gamble, exec. sec., 4 A’s; John P. Kane, radio 
dir., agency of the same name, and Bert Creamers, sales mgr., Mer- 
chants Chemical Company. 


Those responsible for the “Hobby Lobby” radio show are gunning 
Lenox R. Lohr, NBC prexy. The Major is a collector extraordinary, 
specializing in patterns from which coins are made. He recently 
added one of the rarest one-cent patterns in the world to his collec- 
tion. He is also very much interested in the historical angle of play- 
ing cards... 

Harold Hastings, the busy secy-mgr. of the Adcraft Club of De- 
troit, is back from a vacation at Beavertail, Jamestown Island, in 
Narragansett Bay. Harold is being congratulated by his friends that 
he left Narragansett just before the storm swept down which dealt 
destruction to everything in New England. 


Franklin J. Lane, v. p. and Kyanize sales mgr. for the Boston 
Varnish Company, is new president of the Paint and Oil Club of 
New England. 


Jefferson College, in St. Louis, will feature practical teachers from 
the field of business to handle its advertising courses this year. Those 
giving instruction include Gus Lehleitner, Ad-Service Engraving Com- 
pany: Lawrence Cromley, Gardner Advertising Company; John 
Lamoureux, Warwick Typographers, and Virginia Staples and Helen 
Bremer, both of Famous-Barr Company. 


Henry T. Ewald, Detroit agency executive, is now a member in 
good standing of Ripley’s “Believe It or Not” society. He was recently 
credited in the cartoonist’s strip with having made three holes-in-one 
on three different golf courses. 


— 


HELLO AMERICA 


Sherman K. Ellis, president of Sherman 

K. Ellis & Co., New York, returned re. 

cently on the Normandie after a busi. 

ness and pleasure jaunt abroad during 

which he initiated plans for new branch 
offices in London. 


‘Smart Men’ Lend 
Glamor to New 
Van Heusen Drive 


New York, Oct. 4.—Resuming pro- 
motion after a lapse of ten months, 
during which a new line was devel- 
oped, Philips Jones Corporation this 
week began a magazine campaign 
for Van Heusen shirts. 
ed by a half-page in black-and- 
white in Collier’s, frequent four- 


for the rest of this year. 


world’s 
world’s smartest shirt.’”’ Indirect tes- 
timonials from important men are 
being used. The first of these 
“smartest men” is Grover A. Wha- 
len. Next in the series will be 
Ralph Hitz, president, National Ho- 
tel Management Company. 

The insertions carry a minimum 
of sales copy. Layouts are domi- 
nated by portraits of the “smartest 
men,” done by Wesley Neff, in the 
same unique fashion which he em- 
ploys in turning out cover pictures 
for Ken. The copy says that Mr 
Whalen was selected to fill “the gi- 
gantic task” of directing New 
York’s World’s Fair because of his 
knowledge of three things, projects 
men, and materials. The final tw 
sentences contain the entire sales 
message: “To men of importance 
the materials of their wardrobe ar 
important. Mr. Whalen uses tht 


| Style and fit of shirts by Va 
| Heusen.” 


Inaugurat- | 
color insertions in Esquire and The }§, 
Saturday Evening Post will be used 9, 


Theme of the promotion is “the a 
smartest men wear the 


Chester H. McCall Company han- 
dles the account. 


intisiiaieneniniinn 
White to Agency 
| TT. O. White has joined Silvers 
Douce, Birmingham agency. 
| 


CONSUMER APPEAL 


PRACTICAL BUILDER'S 70,000 build"? 


° fi 
contractor readers provide manufactur 


most direct method of contact at lor® 
cost with largest bona fide list. | Acv? 


tisement.) 
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~ pRIZE BANK COPY 


Techniques employed in this and other 
copy released previously by the Cali- 
fornia Bank, Los Angeles, were com- 
mended by Ad-Views, New York review 
of bank advertising, when it gave the 
California Bank its Socrates award for 


1937-38. This copy takes an unusual 
slant in presentation of the bank's sev- 
eral services. 


—— 
= 


( September Radio 
>Sales Off; 9-Month 
‘Total Beats 1937 


New York, Oct. 4.—Network radio 
for September eased off 
slightly, as compared with the same 


T ie month in 1937, but cumulative time 


ver & 


sales for the first nine months of 
the year were ahead of the same 
period last year, according to figures 


released today by Columbia Broad- 


casting System, Mutual Broadcast- 
\ ing System and National Broadcast- 


ing Company. 


Total September sales for the 


| ; an 
three chains were $4,781,688, com- 


pared with $5,012,011 in September, 
{ 1937, a loss of 4.6 per cent. For the 
nine-month period, aggregate bill- 
ings were $51,752,861, compared 
with $50,563,229 in 1937, a gain of 
- 3 per cent. 

Time sales by CBS for September 

Motaled $1,602,105, a gain of 12.5 per 
scent over August, and a loss of 21 
per cent compared with September, 
1937. The nine-month total for CBS 
was $19,975,882, compared with 
$20,775,542 a year ago, a loss of 
about 3.9 per cent. 
» Mutual billings for September, 
Bthis year, were $200,342 compared 
ith $132,865 in 1937, a gain of 50.8 
gper cent. Total for nine months 
pwas $1,874,255 against $1,496,572 in 
1937, a gain of 25.2 per cent. 

NBC sales for September were 
$2,979,241 compared with $2,941,099 
en August, a gain of 1.3 per cent, 
and $2,850,561 in September of last 

syear, an increase of 4.5 per cent. 


iT ital billings for nine months were 
$29,902,724, against $28,291,115 in 
= a gain of 5.7 per cent. 


Three to Columbus 


Mun m, Romer, Robbins & Pear- 

on, Columbus, has added Paul C. 
rdloh, formerly advertising man- 

! Cleveland Tractor Company; 

\. Swanson, formerly with 

© & Co., Moline, Ill., and George 
\. Slavin, formerly with Ralph H. 
vones Company, to the agency staff. 


Aerogram to Power 


Ralph L Power, Los Angeles ra- 
ounselor, has been appointed to 

/ublicity for Aerogram Cor- 
Hollywood recording stu- 


nd custom built program 


; D INDUSTRY PROSPERS 


Reeder survey shows Seed World 
oMers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


‘verage of wholesalers and re 
i ap Sell seed and other horticultural 


~ Subust ta! items to 41,000,000 farmer 
Ne od " e customers. 

Selg as ent? give you an analysis of this 
. Gtbtished every other Friday 
ee ee Blvd. Chicago, Ill. 


‘pplies to your business. 


———————————————————— _— 


‘Time’ Gets Face 
Lifting, First in 
15-Year Career 


New York, Oct. 6.—A change in 
cover design and several typo- 
graphic refinements were instituted 
by Time last week to mark the first 
physical alterations for the maga- 
zine since it was founded in 1923. 
Although the familiar red border 
has been retained, the title on the 
cover has been re-lettered and 
cover protraits will henceforth be 
increased in size. Former decora- 
tions have been replaced with a 
modern, simplified design. 

Linotype Oldstyle No. 7 has been 


235 E. 45th Street 
NEW YORK, N.Y. 


retained for 
point leading is provided for greater 
readability. All running heads, de- 


partment heads and titles are now | 


set in Intertype Vogue, a sans serif 
face. Other minor changes include 
re-spacing of captions and cut lines. 

Ralph McA. Ingersoll, publisher, 
referred to the alterations as a 
“face washing.” Eleanor Treacy, 
art counsel and former art editor of 
Fortune, directed the changes. 

Mr. Ingersoll also announced this 
week a new date of issuance for 
Time. Beginning Oct. 13, the maga- 
zine will appear on Thursday in- 
stead of Friday as heretofore. A 
speeding up of the printing schedule 
was said to have made the change 
possible. 


text but an extra half- | Lord & Thomas Shifts 


| Coast Office Personnel 


Harwin T. Mann, formerly space 
| buyer, has been appointed manager 
| of the media department of Lord & 
| Thomas, Los Angeles, succeeding E. 
M. Benson, who has been named 
assistant manager of the Los An- 
geles office. 

Jack Smock, formerly with J. 
Walter Thompson Company, has 
joined the agency as account execu- 
tive, and Prentiss Cole has joined 
the research department. 


Lefton Gets Pipes 


L. & H. Stern, Inc., New York, 
manufacturer of LHS and Purex 
| smoking pipes, has placed its adver- 
tising account with Al Paul Lefton 
Company, New York. 


greatest number of most advertised products. 


Two Appoint Brooks 


Everest & Jennings, Los Angeles 
manufacturer of invalid chairs, has 
appointed Brooks Advertising 
Agency, Los Angeles, for a newspa- 
per, magazine and business paper 
campaign. Home Builders Publicity 
Service, cooperative bureau offering 
home building and remodeling in- 
formation and data, has named 
Brooks for a newspaper campaign 
in Western states. 


Fehlman with Clark 


Warren P. Fehlman has joined 
Darwin H. Clark Advertising 
Agency, Los Angeles, as account ex- 
ecutive. He was formerly advertis- 
ing manager of the Southern Cali- 
fornia district for the Pacific Coast 
division of the Wall Street Journal. 


A Balanced Market 


produces the most sales for a product of general acceptance. It is the 


cross-section of a community, the BALANCED market, that buys the 


A newspaper that reaches a da/anced proportion of readers in high, 


medium and low family expenditure areas is consequently a pro- 


ductive advertising medium—especially when it has a larger circu- 


lation than six of the seven other newspapers published in 


New York. 


The Daily Mirror, with 709,254 circulation (A. B.C. Statement, 


3-31-38) is purchased in greater numbers in the high and medium 


family expenditure areas of New York than either of the large- 


size morning newspapers (more, too, than any evening paper) — 


available breakdown of circulations of morning and Sunday news- 


papers show this. 


And we invite advertising and agency ex- 


ecutives to read and 


check the Mirror care- 


fully to see why it is the preferred NEWS- 


paper of New York’s second largest group of 


newspaper readers. 


The ONLY New York newspaper to have Gains in Retail, Finan- 
cial or Total Display advertising in the first six months of 1938 


NEW YORK MIRROR 


Represented Nationally by TABLOID NEWSPAPER ADVERTISING SERVICE 


333 N. Michigan Ave. 
CHICAGO, ILL. 


7-245 General Motors Bldg. 
DETROIT, MICH. 


681 Market St. 
SAN FRANCISCO, CAL. 
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ADVERTISING AGE 


Youngsters Reveal 
Preference for 


Advertised Goods 


New York, Oct. 5.—Youth’s re- 
sponse to national advertising and 
the extent to which boys and girls 
influence their parents’ buying are 
emphasized in a market study 
which has just been completed by 
Young America. In a report issued 
yesterday, based on 1,259 replies to 
a questionnaire, juvenile preference 
for branded merchandise was 
strongly indicated. 

Among cold cereals, Wheaties was 
the favorite, selected by 26.8 per 
cent of the youngsters who replied. 
Next in line was Rice Krispies, 
with 9.2 per cent of the vote. Oat- 
meal was first among hot cereals, 
being voted the favorite by 41.8 per 
cent. Next was Ralston Purina, 
with 13.9 per cent, and then Cream 
of Wheat with 13.6 per cent. Baby 
Ruth led the candies with 16.3 per 


PUBLISHING 
OPPORTUNITY 


A substantial interest in a class pub- 
lication showing exceptional progress 
over a period of years is available. 


The field covered is very active— 
the potential possibilities are tremen- 
dous—and the publication should 
show exceptional returns during the 
coming year. 


Has outstanding editorial and sales 
personnel. 


The publication has less than a thou- 
sand dollars of current indebtedness 
and there are no contract obliga- 
tions. About $10,000 cash required, 
the balance from earnings. 

Will strict 


bear investigation. All 


correspondence confidential. 


BOX 15393—ADVERTISING AGE 


cent, far ahead of Oh Henry, with 
3.7 per cent. 


Ice Cream Is Tops 


Ice cream was the favorite des- 
sert with 34.6 per cent of the 
youngsters, but Jell-O was second 
with 19.8 per cent. Coca-Cola was 
the favorite drink with 22.1 per 
cent. Wrigley’s led the chewing 
gum list, with 38.9 per cent. Inci- 
dentally, it was indicated that the 
average sum spent on chewing 
gum, each week, was 5.9 cents. 

Orange juice was a heavy favor- 
ite among the fruit juices, ranked 
number one by half of those reply- 
ing. Next in line was pineapple, 
and then grape juice. 

More than half of the boys and 
girls covered by the survey were 
camera owners but only 37.5 per 
cent owned bicycles. Of the latter, 
the Sears Roebuck Elgin was in 
most common use, with the Mont- 
gomery Ward Hawthorne second. 
Keds were the most common type 
of sneakers, used by 43.6 per cent. 


Kids Like Gang Show 


The juvenile vote on radio pro- 
grams placed “Gang Busters” in 
first place, with the Chase & San- 
born hour second, the “Lone Ran- 
ger” third, Lux Radio Theater 
fourth, Jack Benny’s Jell-O pro- 
gram fifth and Eddie Cantor’s 
Camel show sixth. 

Among the girls, 
answered “yes” to 
“When mother buys food does she 
take your advice on what kinds to 
buy?” Of the boys, 65.6 per cent 
replied in the affirmative. Girls 
who thought their dads would be 
influenced by them, in buying an 
automobile, mumbered 45.5 per 
cent; boys, 42.6 per cent. 


Thornquest Moves Up 


C. J. Thornquest, formerly a 
member of the sales staff, has been 
appointed sales manager of Station 
WSAI, Cincinnati. 


Silldorff Advanced 


Henry C. Silldorff, account execu- 
tive of G. M. Basford Company, 
New York, has been appointed vice- 
president. 


75.6 per cent 
the question: 


AMERICA’S Yuet wnss-mass MARKET 


reaches highest purchasing-power in history! 


A space buyer's dream come true 

. a market that earns regularly, 
spends its earnings on essential 
products, buys through loyalty to 
its own medium. 


AND . . finds its earning power 
(purchasing power, to the adver- 
tiser) going up all the time! 


That's the story behind the Peo 
ple’s Press chain of labor news- 
papers. For here are the papers 
And buys from. The 
papers of labor news, labor inter 
est. And selling power to labor. 


labor reads. 


A chain of labor papers centrally 
produced and with combined na- 
tional distribution, People’s Press 
gives you market coverage at mini- 
mum cost. And it’s a market that 
earns $8,000,000 weekly. 


You'll want the full story for 
your Fall schedules. Call or write. 


The Newspapers of Labor 


People’s Press 


Nat'l. Advg. Office: 1133 Broadway, New York City 


| OCTOBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


October 10, 193. 


—= 


——1938—_, —-1937————~ | —— 1938——_ —. 1937 
Pages Lines Pages Lines Pages Lines Pages Line 
STANDARD Woman's Home Companion.. 60.6 41,238 73.7 50.176 
| American Mercury ... 13.6 2,667 13.2 2,604 | Woman's World ........... 99 6,750 111 75. 
| antic r 34.5 3,227 3.( 0,250 | -- — B 
| Atlantic Monthly «--------" 906 03820743196] «Total Group 484,835... Seog 
Harpers Magazine 40.9 9,751 46.8 11,160 WOMEN’S GROUPS 
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October Magazine 
Linage Shows 
Decline of 21.4% 


New York, Oct. 7.—October lin- 
age in national magazines totaled 
1,444,151, a decline of 21.4 per cent 
from last year’s total of 1,837,512, 
Publishers’ Information Bureau re- 
ported today. This compares with 
_a September drop of 21.8 per cent. 

Weeklies and semi-monthlies, re- 
porting September linage, experi- 
enced a loss of 32.6 per cent, with 
this year’s figure being 609,519 as 
compared with 904,936 in 1937. 


0$9 lines for October, a drop of 25.4 
per cent from the October, 1937, 
total of 873,427. Outdoor magazines 
were the least severely hit, report- 
ing 89,046 lines, a decline of 11.3 per 
cent from the last year’s total of 
100,460. 

Standard magazines carried 23,- 
927 lines, 12 per cent less than the 
27,210 reported at this time last 
year. Women’s magazines reported 
484,835 lines, a loss of 16.5 per cent 
from the 1937 total of 580,870. 

Women's group magazines carried 
175,947, a drop of 24.1 per cent from 
the 232,005 reported last year. Mail 
order magazine linage declined 18 
per cent, the current total being 
19,297 as compared with 23,540 in 
1937. 

Figures for the individual maga- 
zines as well as page totals are 
shown in the above table. 


| Thornley Joins Agency 
George H. Thornley 
Erwin, Wasey & Co., New York. Mr. 
_Thornley was formerly senior vice- 
| president of N. W. Ayer & Son, Inc., 
| Philadelphia, and later joined with 
John Price Jones to form Thornley 
|& Jones. 


General magazines reported 651,- | 


of against $50,402,234 for the first eight 


Earnings months of last year. 
Advertisers 


Montgomery Ward & Co. 

Report shows net profit of $5,139,- 
526 for six months ended July 31, 
compared with $9,049,644 for the 
same period a year ago. Net sales 
for the period were $182,534,888, a 
decrease of 6.75 per cent below the 
volume obtained for the first half 
of 1937. 


Union Pacific System 

Net income for seven months 
ended July 31 amounted to $3,827- 
361, compared with $3,439,885 for 
the corresponding period in 1937, 4 
rise of 11.26 per cent. 


Royal Typewriter 

Consolidated net profit for the fis- 
cal year ended July 31 totaled $1- 
526,172. The fiscal year was 
changed this year to end July 3! 
instead of Dec. 31, hence no com- 
Coterpillar Tracter parison is available. 

For eight months ended Aug. 31, 
net profit was $1,707,172, against net 
profit of $8,460,916 for the like 1937 
period. Net sales were $33,251,029, 


Joins Buchanan 


Stuart Klingelsmith has _ joine? 
Buchanan & Co., Los Angeles. 
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survey shows “On Schedule“ 


_ thanks to BIR EXPRESS! 


New York agency completed final draft of research report for presentation Lge 
morning 1000 miles away. Traffic department flashed word for AIR EXPRES® ‘si 
call. 9 A.M. receipted delivery pleased client—added this to survey finding* a 
rush jobs on mats, plates, scripts, use AIR EXPRESS—2500 miles overnight, at low 


_ lulu,and Far East. Phone RAILWAY EXPRESS— 


has joined | 


cost.” Direct super-speed service to 220 key cities and direct rail-air connections x 
23,000 cities and towns in United States and Canada; also to Latin America, How 
AIR EXPRESS Divi" 
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Competitors Drop 
Rivalry in Eastern 
Storm Emergency 


Airlines and Chain 
Stores Merge Their 
Resources 


New York, Oct. 4.—Continuing to 
manifest the same spirit of coopera- 
tion which has been evidenced since 
competitive advertising was aban- 
doned, American Airlines, Inc., used 
large space in newspapers here to) 
thank Eastern Airlines, Transconti- | 
nental & Western Air and United | 
Air Lines for assistance given dur- 
ing the post-hurricane period when 
other transportation lines were dis- 
rupted. 

TWA replied in kind with “a 
tribute to American Airlines,” in a 
newspaper insertion headlined 
“Hurricane aftermath brings a great 
aviation achievement.” American 
Airlines, with the aid of other air 
transport lines, carried over 10,000 
passengers between New York and 
Boston during the nine days follow- 
ing the storm. This feat set e 
world’s record for air traffic be- | 
tween two cities. 

The American Airlines copy, in| 
1.100-line space, featured the tele- | 
phone number of the New York | 
office, and told how the company | 
met the emergency by summoning 
every available plane from as far | 
is Los Angeles. American sched- 
uled 582 flights, and the combined 
total of trips by Eastern, TWA, and | 
United was 112. | 

The emergency enabled American | 
to do an effective sampling job. 
Over 60 per cent of those who made 
the New York-Boston trip during 
the storm period were making their 
first flight. All users of the line had 
the benefit of a 15 per cent reduc- | 
tion in fare, instituted shortly be- | 
fore the storm. 

Among other instances of “flash” 
advertising inspired by the hurri- 
cane were newspaper insertions by 
the New York Telephone Company, 
apple advertising in New England 
by First National Stores, Inc., and 
Great Atlantic & Pacific Tea 
Company, and announcements of 
resumption of service by New York, 
New Haven and Hartford Railroad, 
and Greyhound Lines, Inc. 

The telephone insertion described 
the rapid mobilization of repair 
crews from as far south as Virginia 
and as far west as Illinois to restore 
service to storm-stricken areas of 
New York, New Jersey and New 
England. The copy mentioned that 
the Western Electric Company had 
filled the largest emergency order 
ever made. Oddly, the theme of 
the current Western Electric insti- 
tutional advertisement now appear- 
ing in magazines is “Your telephone 
won't let you down.” 

First National Stores and the A 
& P united in an effort to help move 
a crop of from four to five million 
boxes of apples which fell to the 
ground during the storms. “Eat 
two apples a day to help out the 

tricken fruit farmers” was the plea 
~ae in newspaper copy in New 

Ngland. 


the 
ine 


Chicago Ad Managers 
Hosts to Britons 


Three English advertising execu- 
ve vere guests of the Advertising 
“anagers Club of Chicago at a din- 

eting Oct. 4, which was de- 
‘ to a debate on the merits of 


°ng and short copy and a showing 
of the movies taken at the Chicago 
Fed ted Advertising Club’s ox 
‘Sast party in the summer. 

_ The Britons were L. J. Corbett, 
Hp ing manager of J. S. Fry, 
ne coa and chocolate manufac- 


“Urer of Bristol; C. Coope and S. J. 


om th, display principal and mar- 
rere manager, respectively, of 
, Brothers, Birmingham. 
Trunk Heads Agency 
Fletcher B. Trunk has become 
“ed er of Danvers and Trunk, 


Fidler, Hall Promoted 


Lewis S. Fidler and Frank K. 
Hall have been appointed assistant 
Eastern managers of the national 
advertising department of Scripps- 
Howard Newspapers. 


CKLW Names McGillvra 


Station CKLW, Mutual Broad- 
casting System outlet in Detroit, 
has appointed Joseph H. McGillvra, 
New York, as national representa- 
tive. 


Ladd Chief Crier 


Paul R. Ladd, manager, Retail 
Trade Board of the Providence 


Chamber of Commerce, has been 
elected Chief Crier of the Town} 
Criers of Rhode Island. 


National Representatives: 


INTERNATIONAL RADIO SALES 


Chicago, New York, Detroit, 
Los Angeles, San Francisco 


ADVERTISING AGE 


Pirates’ Collapse 
Costs Pittsburgh 
Cool $5,000,000 


Pittsburgh, Oct. 5.—The saddest 
man in a city steeped in gloom by 
the last minute failure of its Na- 
tional League entry to win the pen- 
nant is the concessionaire at Forbes 
Field, home of the Pirates. As the 
world series began in Chicago, he 
contemplated 200,000 “hot dogs” 
which he had acquired in the belief 
that the classic would be fought 
here. 

His partner in despair is the head 
of a chain store organization which 


Left 
9 pairs of special 
insulators used in 
the cables which 
stabilize the 586 
foot tower. 
$325 « pair. 


Cost 


Ahove Look in 4 
through the glass 
of the observation 
room into the trans- 
mitter control 
room, 

Left This porce- 
lain insulator — 24 
inches high and 18 
inches in diameter 
supports 45 tons at 
the base of the 
tower. 


Above 
worth 
fuhbes 


$14,000 
Of radio 
a set for 
regular use—a_ set 
of spares, 


Left The 100,000 
watt power tube in 
this crate stands 5 
feet high 


A cokrt 
$1650.00, 


One of the a 


contracted for 50,000 live turtles 
with the names of Pittsburgh play- 
ers printed on the shells. Another 
iarge store has 75,000 postcard 
photos of Pirate athletes which it 
would like to sell. 


Club Hardest Hit 


Local night clubs and other pur- 
veyors of joy figure that the col- 
apse of the Pirates cost them 
$5,000,000. This is the amount of 
ousiness that would have been lured 
into the city by the first world series 
here in a decade. Hardest hit of all 
was the management of the Pitts- 
burgh club, which not only had to 
return $3,000,000 in checks, but to 
spend an additional $5,000 for post- 
age and clerical help. 


' 


NEW WLS 
TRANSMITTER 


Burkett Files Suit 
Against A&P 

A suit for $25,000 damages against 
the Great Atlantic & Pacific Tea 
Company has been filed in the su- 
preme court of New York County by 
George Q. Burkett, who charges 
that the chain used his idea in start- 
ing Woman’s Day, magazine pub- 
lished by an A & P subsidiary and 
distributed through the chain. 

Mr. Burkett is advertising man- 
ager of Produce News, New York. 


Roy Brown to “Sun” 


Roy W. Brown, until last May 
editor of the Vancouver Daily Prow, 
ince, has been appointed editoria} 
director of the Vancouver Sun, Van- 
couver, B. C. 


' 


———} 


@ WLS’ new 50,000 watt high-fidelity R.C.A. 
transmitter is rapidly nearing completion. 
The tower is up—the building is finished — 
landscaping has begun. 
start power tests the first week in October: 


Engineers expect to 


When finished, our studio equipment, wire cir: 
cuits to the transmitter, and the transmitter 
itself will be wide-range high-fidelity through- 
out. The $86 foot Truscon vertical radiator is 
on a site selected by Jansky and Bailey for 
maximum radiation. , 
all new developments for maintaining peak 
modulation and signal intensity at all times. 


The transmitter includes 


THE PRAIRIE FARMER STATION 


Burridge D. Butler, President 


(Chicago) Glenn Snyder, Manager 


PHOENIX 


vert 


, ng, Denver, changing the 
Ne to Fletcher B. Trunk & Co. | 


CBS Affiliate 
1000 Watts, Day & Night 


GETS RESULTS IN ARIZONA 


An advertising agency writes “The 26-week schedule we ran on the Arizona Network for our client 


‘a canned foods account) returned more labels per dollar spent than were received from any other 
station in the twenty major markets.” 


Key Station—THE ARIZONA NET WORK — bisstitvoweie? 
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October 10, 193 


Capper to Open 
)5th Conclave of 
Audit Bureau 


ers and representatives who pour 
Week will be treated to four view- 
their respective fields, 


program indicates. 
United States Senator from Kansas, 


the formal 


cations, will be accorded the honor 


: of opening the general session 
o ge . Thursday morning. He will be fol- 
Subscription Prices May lowed by Gilbert Kinney, vice- 


-Become Issue at Chi- 
cago Meeting 


Chicago, Oct. 6.—Though the pro- 
posal to visualize distribution of 
newspapers by addition of a map to 
publisher’s statements will probably 
be the leading topic at the 25th an- 
nual meeting of the Audit Bureau of 
Circulations at the Hotel Stevens, 
Chicago, Oct. 20-21, there will be 


ear . ‘ a : . ing, willing to work hard in a new, 

no paucity of debate on other sub-| voted to divisional meetings, at| Harry Singer, advertising director, Sim- Chicago, Outdoor Advertising Plant, MY WIFE IS PARTICULAR!” 
j . @ j indic: rhic . rj ave ¢ ™ icity’ j jselling a new modernistic - design 

jects, according to present indica-| which groups will have an opportu-| plicity's Prevue Magazine, lends a willing lcanel. tate ane. income. and Gsne- 

tions. ear to Sherman Rogers’ analysis of the | 


An advertiser member has _ in- 


jected the qualitative element into| make recommendations for action. a ~— bengal Be ged = —— po aN Re — —— _ 
the situation by suggesting that sub-|They will also make nominations| °°¥"° ° ? Coda oa bi ets = Sasa Zeunens aoe ey ae 
scription prices of publications, par- | for members of the ABC board of en - ~POUBLE YOUR appointments and a quiet, restful 
ticularly in the farm field, be made a | directors. aks fens without increasing the pee gg gy HR “all the 
topic. He said that many farm pub- The board will meet Thursday | of a united front for newspaperdom, Supply your salesmen and_ service as tke takes or aa wt, 
lishers may as well give their pa-|night to consider the recommenda- will hold forth at the Hotel La Salle men with, illustrated portfolios and ——o 
pers away as operate under the|tions adopted during the afternoon | Oct. 17-18. The Inland Daily Press — orn isis oe required in this Here is truly luxurious living in 
nominal price now prevailing in| sessions of the divisions. The regu- | Association, somewhat _ disturbed NEWEST PROCESS. “i rooms and suites, decorated and 
some quarters. lar monthly meeting of the board |over some of the potentialities in the | 500 COPIES (8%x11”) $2.63 | furnished to your individual taste 

“The same idea can be carried | will be held Wednesday evening. _ hour and wage law, will meet at the | Eparsg gy nian o Sone Dieny lived electric Kitchens. Smart appoint- 
over in the general and women’s The convention will close with a| Hotel Sherman Oct. 18-19. Associ- | “"¥ *5!4e SneG. EVEN I 


fields,” he added. “There seems to 
be a wide discrepancy between the 
publishers’ opinions of the sterling 
excellence and outstanding bril- 
liance of their publications and the 


= : en aa nannate aaa ares SUPerior 2380 
actual dollars and cents which read-| ficers and discuss any other busi- NBC Establishes | YOU CAN USE THEM TOO! 
ers are willing to pay for them. ness resulting from the general ses- pouy Sasrnes: Beene, cpene neers | 
: Rye . us ss b rs. se i. } 
“T believe further that it is about | sion. New Code for how other firms are using PHOTO POSITIONS WANTED 
time when publishers need more AD-CARDS to their advantage. 
’ . . Many Terms Expire 


revenue, that they work on their 
subscription rates, and not continue 
the habit of asking the advertiser to 
shoulder the burden.” 


. ” - child to purchase the product or to . | 
Advertisers, agency men, publish- | Ralph Starr Butler, yeneral Foods | send in box-tops or wrappers in Oming Legal Tangle 
—_ : Corporation, New York; William A.| oger to keep ‘the adventures of 


president, J. Walter Thompson Com- 
pany, New York, and chairman, 
American Association of Advertis- 
ing Agencies, and David D. Rich- 
ards, formerly advertising manager, 
now in the publicity department of 
Sears, Roebuck & Co., Chicago. 
The Thursday luncheon will hear 
fuom another marketing expert in 
the person of W. W. Wachtel, presi- 
dent, Calvert Distillers Corporation. 
Thursday afternoon will be de- 


nity to prepare subjects for presen- 
tation to the general meeting and to 


Friday morning session, at which 
resolutions will be adopted and di- 
rectors elected. The new board will 
meet immediately following the 


Members of the board whose 
terms expire with the 1938 conven- 


Hart, E. I. du Pont de Nemours & 
Co., Wilmington, Del.; Leo Nejelski, 
Swift & Co., Chicago; Stuart Pea- 
body, The Borden Company, New 
York; D. D. Richards, Sears, Roe- 


|Company, New 
Aldrich, 


cago. 


Cork, 


row, Capper Press, Topeka. 
Magazine division: 
| Parents’ Magazine, New York. 


into Chicago for the annual ABC 
points from as many celebrities in 
Arthur Capper, 


and president of the Capper Publi- 


|close of the convention to elect of- | 


tion are, in the advertiser division: | 


and Paul I. 
National Provisioner, Chi- 


| Farm paper division: Marco Mor- 


Fred Stone, 


THE PROBLEM SOLVED 


public relations problems facing business. 


lated Business Papers will hold a 


j}ciation for past five years, 


| conference for Western members at | 


the Union League Club starting with 


1a luncheon Oct. 19. 
| 


Juvenile Programs 


(Continued from Page 1) 


Tom Sawyer,’ as an example, on 
the air. No appeal may be made 
to the child, however, to purchase 
the product or send in box-tops or 


tious mortgage. 

“No premium that depends upon 
its alleged ‘luck’ bearing powers 
for its attractiveness or in 
fashion appeals to superstition will 
be approved. 


on children’s programs. 


or hospital or help pay off the ficti- | Sherman, Chicago. 


any | 


| 


“The forming of clubs is often in- | 
Newspaper division: W. J. J. But-| troduced 


The rates for this department are as follows: 
Wanted,” 


“Help Wanted,” 
“Representatives 
cash with order. 


“Positions 


Available,” 30 cents 


$4.75 per 
insertions. 


inch. Write for descriptive 


HELP WANTED 
Outdoor advertising representative. 
Unlimited opportunity for man who 
knows how to sell outdoor advertis- 


Box 1540, ADVERTISING AGE, Chgo. 


| 
to volume purchasers, | 

Send for samples and free informative | 
book. 

Laurel Process, 480 Canal St., N. Y. Cc.) 
In New York City and Metropolitan | 
Area, u trained representative will! 
call on request, Phone WAlKer 5-0527. | 


Samples free. 


GRAPHIC ARTS PHOTO SERVICE 
Third & Market, Hamilton, Ohio 


Conventions 


|ated Business Papers, 


Oct. 19. Annual meeting, Agri- 
cultural Publishers Association, Ho- 
tel Stevens, Chicago. 

Oct. 19. Fall conference, Associ- 
Inec., Union 
League Club, Chicago. 


All other classifications (single insertion rates): 


—eenee 


“Representatives Wanted, and 
a line, minimum charge $1, Terms 
% in., $2.75; 1 to 3 in 
folder describing discounts for term 


HOTELS & APARTMENTS 


—— 


“PLL SAY— 


“She has always lived smartly 
She prides herself on her know!}- 


unique Blackamoor Room. And al! 
at moderate rentals—just 5 min- 
utes from the Loop. 


SENECA HOTEL 
200 EAST CHESTNUT STREET 


| copy, 


Oct. 20-21. 


Secy., correspondent, bkpr. — knows 

research, layout. Ideas, com- 
mon sense, 5 yrs. exp. N. U. training. 24 
Box 1542, ADVERTISING AGE, Chgo 


on Broadcasts of 
‘Stella Dallas’ 


New York, Oct. 6.—The Nationa 


re cong eee : in al tn Oct. 10-14. Annual convention : 

buck & Co., Chicago; H. H. Rimmer, i ye till ae cade Gene National Association of Retail Drug- ee ee ee 

Canadian General Electric Com-| extricate themselves from the ficti- | 8iSts, Hotel Sherman, Chicago. Charles H Phillips Chemical Cen. 

pany, Toronto. re . |tious situations of the plot ie. no Oct. 17-18. Fall convention, News- pany today filed suit in feder: 
Advertising agency division: FE. appeal should be made to the child | paper Advertising Executives Asso- court here eskina restraint rats 

Ross Gamble, leo Burnett Com-|to purchase the product or send in| ciation, Hotel La Salle, Chicago. intestovenes un Oe enile en % 

<o —  divisi eel ee and wrappers so that fic-| Oct. 18-19. Fall convention, In-| “Stella Dallas.’ Named defendant 

| Britton, “McGraw-Hill Publishing titious character may go to school | jand Daily Press Association, Hotel | were Olive Higgins Prouty, autho 


* 
ef the novel, “Stella Dallas,” Ai) 
Features, Inc., Selwyn & Co., ané h 
Samuel Goldwyn, Inc. 

The suit grew out of another re 
straint action instituted by Mis 
Prouty in Massachusetts agains 
NBC. That case is now pending 
The Stella Dallas program is spon- 


| Meeting of the Pa-| cred by the Phillips company { 

| ler, Toronto Globe and Mail; Verne| Sometimes initiation requirements | cific Council, American Association) \,. — .))° eae ae 
" cide aia d ‘ ; > eed re _its milk of magnesia. B-S-H is the 
E. Joy, Sentinel, Centralia, Ill.;| and other rules of such clubs are |of Advertising Agencies, Del Monte, | Phillins radio amenc 

Ernest G. Smith, Wilkes-Barre} disseminated in code form. Any | Calif. dle ag y- 


Times Leader. 


a 
o 


Representative 
John Blair & Co. 


— a ee oe 


to hold meetings. 


ed national advertising manager 
| and Kelmar K. LeMaster local ad- | MORE PEOPLE THAN RESIDE IN 

ee vertising manager of the Portland | 
Ww Oregonian Mr. O'Toole has been | CHICAGO AND PHILADELPHIA 


3 


| script which involves the organiza- 


Many publishers will seize advan- tion of a children’s secret society or 
tage of the congregation of their) code must be submitted to the Na- 
members in Chicago for ABC Week | tional 


Broadcasting Company in 


The Newspaper | complete detail at least ten busi- 
Advertising Executives Association,| ness days before its introduction on 
‘in whose ranks developed the idea | the air. 


| “The National Broadcasting Com- 
| pany must be given assurance that 
| . . 

ties is harmful to 
erty.” 


person or prop- 


Account to Sieck 


| for a campaign in garden publica- 
ij tions to 
Institute 


‘Oregonian’ Promotes Two 


Phil J. O'Toole has been appoint- 


| 
ment manufacturing members of the 


on the 


advertising staff for six 
| years, Mr 


LeMaster for two 


“4 |Radio for Olympic 


Olympic 
| York, 


spot 


Knitting Mills, 
has contracted for a series of 
announcements over Station 
| WMCA immediately after the “Five 
| Star Final’’ Broadcasts. Hicks Ad- 


sented Olympic. 


vertising Agency, New York, repre- | 


| 


|no premium offered over its facili- | 


promote greater use of | 
products and services of nursery, 
seed, fertilizer and garden imple- 


New | 


Oct. 20-21. Annual meeting, Audit 
Bureau of Circulations, Chicago. 


Oct. 28-29. Annual convention, 


Tenth District, Advertising Federa- | financial judgment against Selwy 


tion of America, Fort Worth, Tex. 
Oct. 30-Nov. 3. 


tion, Fort Worth, Tex. 
Nov. 5-6. Midwest Intercity Con- 
ference of Women’s Clubs, St. Louis. 
Nov. 14-16. Annual 
Life Advertisers 
lantic City 


convention, | 
At- | 


Association, 


Annual conven- | : ‘ 
tion, Financial Advertisers Associa- to which they did not have title. 


In the suit filed today, the plain 
tiffs asked for a declaratory judg 
ment by the court as to the contrc 
of rights to Stella Dallas, and 


and Air Features if the court rule 
that these companies sold a progral 


—— — — 


——— 


FIRST 


The FIRST weekly alcoholic beverage trade par 
to be recognized by the C. C. A. 


Southern California Horticultural Dec. 27-30. Annual convention | BEVERAGE RETAILER WEEKL! 
| Institute. Los Angeles, has appointed Ame! ican Marketing Association, 1819 Broadway, New York, N. Y. 
*| H. Charles Sieck, Inc., Los Angeles, Detroit. | 


Cirele 6-8181-2-3- 


-_ _ — —> 


IN METROPOLITAN NEW YORK 
ARE FOREIGN RESIDENTS... 


Serued 


WBN 


1000 warts cay AND WIGHT 


The Station that Speaks Your Langusy 


a NEW 
YORK 


by 
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Study of Fair Trade 
Ditched for 
‘Monopoly Quiz’ 


(Continued from Page 1) 
‘heory and broadened the central 
sovernment’s powers immeasurably. 
: Thus there has become operative 
4 statute which many administra- 
tion economists and legal minds 
believe is an unsound economic 
nractice—federal protection of price 
standards which affect free com- 
pe tition. 

It would be no surprise for the 
next Congress to entertain a strong 
move, possibly backed by Adminis- 
tration influence, to repeal the 
Tydings-Miller act. It will be re- 
membered that the administration 
opposed that legislation and it got 
on the statute books only as a rider 
to a necessary District of Columbia 
revenue bill, which the President 
could not veto without doing great 
harm. 


PROBE MARKETING SCOPE 
OF TRADE ASSOCIATIONS 

Washington, Oct. 6.— Marketing 
activities of trade associations will 
be included in a special report to 
the Temporary National Economic 
Committee by the Bureau of For- 
eign and Domestic Commerce, with 
the report to be based on returns 
from the trade association question- 
naire mailed out this week by the 
Bureau. 

The extent to which trade as- 
sociations in the course of their reg- 
ular activity emphasize new mar- 
kets for industry products, market 
research, and cooperative selling 
will be reported. Included under 
this heading will be packaging and 
shipping, collection service, credit 
information service, and technical 
merchandising advice. 

Cooperative advertising will be 


» studied under the classification of 


trade promotion, as well as public 
relations and exhibitions. Publica- 
tion advertising, technical and com- 
mercial, and exhibitions are also be- 
ing included. Trade association ac- 
tivities as covered by the question- 
naire will touch also on production 
and purchasing, on trade practices, 
trade information, employer - em- 
ploye relations, government rela- 


tions and various miscellaneous 
items. 
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Brunswick Will 
Fight Charges 
Brought by FTC 


(Continued from Page 1) 
handling of some of the details of 
the competition. 

Asserting that the company’s 
practices tend to give it a monopoly 
in the manufacture and sale of 
bowling equipment, the Commission 
said that the Brunswick $34,000 Red 
Crown Bowling Sweepstakes al- 
legedly was conducted for the pur- 
pose of coercing and causing bowl- 
ing alley proprietors to buy equip- 
ment exclusively from the Chicago 
company and to refrain from deal- 
ing with its competitors. 

“Rules governing the contest,” 
the Commission continued, “open to 
all five-men teams which held 
membership in the American Bowl- 
ing Congress or bowled in leagues 
sanctioned by the A. B. C., provided 
substantial prizes in money and 
merchandise for winning teams, and 
required the teams participating to 
bowl on so-called ‘Official Bruns- 
wick Sweepstakes Bowling Alleys,’ 
entitled to display the ‘Official 
Brunswick Sweepstakes emblem.’ 

“In order to qualify their alleys 
as being official, the operators were 
required to purchase from the com- 
pany and to display in their estab- 
lishments the contest emblem and 
to buy for each alley in their re- 
spective establishments four sets of 
bowling pins at a price of $45, and 
an additional $15 worth of miscel- 
laneous equipment, whether or not 
they needed or desired to purchase 
such pins and equipment. 

“The average bowling alley does 
not need four sets of pins and $15 
worth of miscellaneous merchandise 
for a full bowling season of one 
year and the ordinary operator does 
not make purchases in that amount 
for a season. Many sales were 
made to operators of alleys who, 
although not desiring to purchase, 
were required to do so in order to 
obtain the necessary emblem and 
qualify their alleys for the sweep- 
stakes contest. 

“Brunswick demanded that pro- 
prietors execute written agreements 
providing that failure on their part 
to accept delivery of or to make 
payments for the equipment oper- 
ated to disqualify all entrants bowl- 
ing in such proprietors’ establish- 
ments.” 


Discrimination Is Alleged 


This recital of apparently innocu- 
ous promotion methods was fol- 
lowed, however, by charges that 
Brunswick-Balke-Collender Com- 
pany threatened to open alleys in 
competition with those which failed 
to qualify for the contest; that it 
increased the price of its equipment 
to cover the prize money in whole 
or part, and failed to make the 
qualifying terms identical to all. 

This, the Commission alleges, is 
a violation of Section 3 of the Clay- 
ton Act, which prohibits so-called 
exclusive dealing agreements. 

The bowling business has grown 
into a veritable giant, its annual 
receipts being estimated at no less 
than $300,000,000. Brunswick- 
Balke-Collender is a pioneer in the 
industry and for many years has 
provided without charge the alleys 
on which the annual bowling con- 
gress is held. It has also sponsored 
a unique annual “300” tournament 
for the 600 or so bowlers of the 
United States who have achieved 
perfect scores at any time. 

There are about 24,000 bowling 
alleys in the country, with an in- 
vestment of $400,000,000. Air con- 
ditioning gives promise of convert- 
ing the former winter game into a 
twelve-month sport. 


“True Story” Rates 

It was erroneously reported in last 
week’s issue that True Story’s new 
rates for black and white pages will 
be $2,825 effective with the Janu- 
ary, 1939, issue. This rate is for 
horizontal half-pages. The page 
rate is $4,950. 


Craig to Agency 

Walter Craig has joined Street & 
Finney, New York, as radio direc- 
tor. He has been engaged in radio 
production in New York. 


Hill Blackett 
to Open Chicago 


Advertising Series 


Chicago, Oct. 6—Hill Blackett, 
president of Blackett-Sample-Hum- 
mert, Inc., will initiate the new lec- 
ture series of the Chicago Federated 
Advertising Club at the Hotel Sher- 
man next Tuesday night witha talk 
on “Careers in Advertising.” De- 
parting from the plan followed dur- 
ing the past two years, the club will 
confine its new course to a single 
series of 16 talks covering all fun- 
damentals of advertising. One lec- 
ture will be given every Tuesday 
night until March 7, with the excep- 
tion of a holiday interlude from Dec. 
6 to Jan. 17. 

The lecture course will be fol- 
lowed by clinics to discuss the spe- 
cial subjects which have arisen dur- 
ing the series. Knox Armstrong, 
advertising manager of Wilson Bro- 
thers, chairman of the club’s educa- 
tional committee, has also arranged 
for prizes for the best papers on a 
group of questions covering each 
lecture. 

Mr. Blackett will be followed Oct. 
18 by Charles Luckman, vice-presi- 
dent, Pepsodent Company, on “Mar- 
keting—What Advertising Is All 


About”; Oct. 25, Lyndon O. Brown, 
research director, Lord & Thomas, 
“Markets Are People”; Nov. 1, Lio- 
nel B. Moses, trade extension divi- 
sion, The American Weekly, “An 
Advertiser Must Know the Market 
Place’; Nov. 8, Melvin Brorby, vice- 
president, Needham, Louis & Brorby, 
“Can This Product Be Advertised?” 
Nov. 15, D. G. Schneider, Chicago 
manager, Young & Rubicam, “Blue- 
prints of Advertising”; 


Duffy to Participate 


Nov. 22, Ben C. Duffy, vice-presi- 
dent, Batten, Barton, Durstine & Os- 
born, “Ways and Means of Adver- 
tising’”; Nov. 29, Leo Nejelski, ad- 
vertising manager, Swift & Co., 
“Building the Advertising Cam- 
paign”; Dec. 6, Harold B. Thomas, 
vice-president, The Centaur Com- 
pany, “Methods of Testing Copy and 
Plans”; Jan. 17, Hays MacFarland, 
president, Hays MacFarland & Co., 
“The Creative Talent in Advertis- 
ing”; Jan. 24, Egbert Jacobson, art 
director, Container Corporation of 
America, “Design—Its Place in Ad- 
vertising”’; 

Jan. 31, Raymond Rubicam, chair- 
man, Young & Rubicam, “The Suc- 
cessful Advertising Writer”; Feb. 7, 
DeWitt O’Kieffe, vice-president, Leo 
Burnett Company, “Art in Advertis- 
ing”; Feb. 14, James W. Young, vice- 
president, J. Walter Thompson 


Company, “Analysis of Copy Prob- 
lems”; 

Feb. 21, Edward R. Richer, vice- 
president, Hart, Schaffner & Marx, 
“The Buying Phase of Advertising”; 
Feb. 28, speaker to be announced, 
“Public Relations from the Consum- 
er’s Viewpoint,” and March 7, Col. 
W. T. Chevalier, vice-president, Mc- 
Graw Hill Publishing Company, 
“Public Relations from the Adver- 
tising Point of View.” 


Fredean, Smith, Olson 
Join Mackenzie Agency 


Clarence E. Fredean, formerly 
with Ball & Davidson, Denver, has 
joined Mackenzie, Inc., Advertising, 
Minneapolis, as account executive. 

William J. Smith and Robert A. 
Olson have been added to the art 
department. Mr. Smith was for- 
merly with the Bureau of Engraving 
& Art Staff Studios, Minneapolis, 
and Mr. Olson was with the creative 
department of Chalmers Mfg. Com- 
pany, Milwaukee. 


Gets Blue Bus Lines 


Western New York Motor Lines, 
Inc., Batavia, N. Y., operating Blue 
Bus lines from Rochester to Buffalo, 
has appointed Hart-Conway Com- 
pany, Rochester, to handle its ac- 
count. Joseph P. Brown is account 
executive. Western New York 
newspapers will be used. 


personal friendship basis. 
like to do business with you. 


average of eight years agency experience each — we feel we’re well 
equipped to handle any type of art work you may care to give us. 
If you’d like to see samples of the work that have made us Chicago’s 
fastest-growing Studio, we'll be glad to show them to you. We think 
you'll find them a reflection of our merit—and give you an idea as 
to why our present clients prefer to do business with us. 


Layout — Lettering — Illustration — Retouching 
520 NORTH MICHIGAN AVENUE, CHICAGO, DELAWARE 4855 


we'd like to do business 
with Lord & Thomas 


Perhaps, you don’t know us, Mr. Bertke. 
only eight months old there’s no reason why you should. But in 
those eight months we’ve established something of a reputation 
with twelve nationally known Agencies, doing work for some hundred 
different clients of these Agencies. 
record—particularly since our growth has been the result of the 
word-of-mouth advertising that has been given us, and has not been 
handed to us by some ‘‘high-powered’’ art salesman with a lot of 
so-called ‘‘contacts.’’ 
We know that top-notch Agencies don’t ‘farm out’’ art work on a 


And that’s why, as we said before, we'd 
With a staff of seven men—with an 


Since, as a Studio, we’re 


We feel a little proud of that 
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October 10, 193, 


Whalen Says Fair 
Will Fill More 
Than Local Coffers 


Chicago, Oct. 6.—A _ substantial 
portion of the billion dollar increase 
in trade expected in New York as 
a result of its World’s Fair next 
year will eventually accrue to busi- 
nesses and consumers outside the 
state, Grover Whalen, president of 
the Fair, told the Chicago Associa- 
tion of Commerce at a_ luncheon 
here yesterday. 

Mr. Whalen, on his way to the 
ball game, stopped off at the Palmer 
House long enough to present Rufus 
C. Dawes with a scroll for the inspi- 
ration given New Yorkers by his 
successful management of the Chi- 
cago Century of Progress, and to 
estimate that trade increases from 
the fair next year will be divided 
as follows: 

Twenty-five per cent or $250,000,- 
000 for entertainment; 20 per cent 
or $200,000,000 for housing; 25 per 
cent or $250,000,000 for food and 
drink; 10 per cent or $100,000,000 
for transportation and allied sup- 
plies; 5 per cent or $50,000,000 for 
personal service; 1 per cent or $10,- 
000,000 for communication, and 14 
per cent or $140,000,000 for mer- 
chandise. 

“Get right down to the bottom 
of this expenditure listing,” he com- 
mented, “and you will note that the 
bulk of the increase in business for 
New York is going to go for per- 


sonal services, in the larger sense 
of that term. 
“Practically all the remainder 


will go for goods that New York 
does not produce. Tens of millions 
of dollars, then, are going speedily 
into the purses of New Yorkers and 
their neighbors constituting the con- 
sumers of the metropolitan area.” 


OKLAHOMA CITY 


Representative — The Katz Agency, Inc. 


Affiliated with The Oklahoma Publushing Company 


Retail Display 
for This Year 
Declines 11.3% 


Chicago, Oct. 7.—Volume of retail 
display advertising in newspapers 
during the first 40 weeks of this 
year through Oct. 1, was 11.3 per 
cent below the corresponding period 
of last year, according to the ADvER- 
TISING AGE Index of Retail Activity. 

Total linage for all newspapers in 
the 79 important markets included 
in this Index was 689,890,201 lines 
compared with 777,369,378 lines for 
the comparable 1937 period, a loss of 
87,479,177 lines. 


Weekly Linage 20,598,515 


For the seven day period ended 
with the date reported, the Index 
cities show a total of 20,598,515 lines 
against 24,361,125 lines for the cor- 
responding week of 1937, a loss of 
3,762,610 lines or 15.5 per cent. 

Any study of this Index should 
take into account the devastating 
storm which hit the New England 
section of the country two weeks 
ago, seriously affecting business in 
all lines there. 

Comparative variations from 1937 
levels for each weekly period of this 
year are shown in the table follow- 


ing: 
mem, 2 veeass .08 
SE ee ae ee eee - 2.4 
Jan. 15 — 3.7 
errr re re ert - §.1 
Jan. 29 — 7.2 
OS ere ee - 7.4 
Feb. 12 . vata a 
Feb. 19 - 6.8 
ECM ean iyic cing ol sig a. oo —11.4 
| es Se rere rary —14.8 
0 rere —16.6 
SM oc clo Savy og oa ae eae —18.3 
March 26 —14.2 
Ee ares eer — 0.9 
EE rere re - 5.3 
SF a ere ar — 9.8 
errr —15.7 
April 30 —10.8 
A ge rari arer re ei —12.3 
St Eee ers ee —14.8 
May 21 —14.3 
May 28 —14.7 
A ee rere —14.3 
June 11 —14.9 
June 18 —14.8 
June 25 —16.9 
July 2 —14.6 
July 9 —14.4 
July 16 —13.0 
July 23 —13.9 
July 30 —13.3 
Aug. 6 —13.1 
Aug. 13 —13.5 
Aug. 20 —12.4 
Aug. 27 —13.1 
sept. 3 .. —11.9 
Sept. 10 — 8.3 
Sept. 17 —12.3 
Sept. 24 — 9.2 
Oct. 1 —15.5 
The tabulation appearing in the 


adjoining column shows individual 
linage figures for each market in- 


| cluded in this Index. 


Index of Retail Activity in 79 Importan} 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


Markets 


—— 


The Old-Fashioned Way 


First the engraver —in one 
place. Then the typographer— 
maybe half a mile away. After 
that the printer — maybe a 
mile off in another direction. 

Calling in— interviewing — 
giving instructions—checking 
up—telephoning. Trouble — 
worry—uncertainty. 

After that —misunderstand- 
ings — mistakes —corrections. 

Why continue the old-fash- 
ioned way? It 


Wastes Time and Money 


S, 


& 
ay 
FY 
& 


PRINTING. Phone Wabash 7820 


my Lhe old Costly Way? 


THE FAITHORN WAY 


Call in ONE concern and give ALL 
your instructions to ONE MAN, 
to handle ALL THREE operations. 
Then you'll have— 


ALL responsibility is now with ONE 
instead of three—you’ll get undi- 
vided interest and attention. This 


Saves Time and Money 


FAITHORN CORPORATION 
a Ad-Setters - 
504 SHERMAN STREET. CHICAGO 


ON DOING IT 


ONE man to instruct—instead of three. 
ONE order to write out. 
ONE firm to deal with. 


Engravers «+ Printers 


DAY AND NIGHT SERVICE 


P & G to Switch 
Radio Programs 
for Ivory, Crisco 


New York, Oct. 6.—Procter & 
Gamble Company will sponsor two 
new shows over the Columbia net- 
work beginning Nov. 7. “Life Can 
Be Beautiful” will take the place of 
“The Gospel Singer” for Ivory soap 
and will be heard over 27 stations, 
1:15 p. m. Monday through Friday. 
The other new program has not yet 
been announced. It will take the 
place of “Vic and Sade” for Crisco. 
Compton Advertising is in charge. 


Cities Service Features Rice 


Grantland Rice is being featured 
on the new Cities Service Concert 
program, sponsored by Cities Serv- 
ice Company, New York, which be- 
gan Sept. 30. He will deliver sports 
talks on major football games 
throughout the season. The pro- 


= ———_— a 


gram is broadcast Friday at 8 p. m. 
EST over the NBC Red network. 
Lord & Thomas is the agency. 


Fels Gets Hobby Show 


Dave Elman’s “Hobby Lobby” 
has been signed by Fels & Company, 
Philadelphia, for presentation week- 
ly over 33 stations of the NBC Blue 
network on Wednesdays at 8:30 
p. m. EST for Fels-Naptha soap 
chips. Young & Rubicam is the 
agency. 


Audience Angle for Mennen 


“The People’s Rally of the Air,” 
starring John B. Kennedy and Bob 
Hawk, will be heard over the MBS 
network beginning Sunday, Oct. 9 
from 3:30 to 4 p. m. EST, under the 
sponsorship of Mennen Company, 
Newark, through H. M. Kiesewetter 
Advertising Agency. 


New Cosmetic Program 


“Two On a Shoestring” will be 
heard over the MBS network, Mon- | 


days through Fridays from 2 to 2:15 


——<$<—= 
% Gain % Gain 
40-Week 40-Week 40-Week or Loss or Loss i 
Period Period Period 1938 1938 Week Week “% Gai, | 
Ended Ended Ended over over Ended Ended or 
City Oct. 3, 1936 Oct. 2, 1937 Oct. 1, 1938 1936 1937 Oct. 2,1937 Oct.1,1938 Low 
CREPE, Gh cessvcceass 12,304,077 12,848,707 9,044,179 —26.5 —29.6 328,370 201,233 —3y 
BICOORe, POs 2c sicseeers 4,890,996 5,320,014 4,113,828 —15.9 —22.7 156,282 97,797 —374 1 
BITRE. Gh. cece siseve 11,247,670 11,831,922 11,647,328 + 3.6 —1.6 374,402 363,342 =f 
Baltimore, Md. ....... 16,452,408 17,333,349 16,083,964 —2.2 —7.2 574,360 489,723 
Birmingham, Ala. ..... 8,909,880 9,733,514 9,514,862 +6.8 —2.3 292,698 289,030 
a a eer 15,414,466 15,174,210 14,095,389 —8.6 —7.1 523,078 450,616 
or mela COOR. css es 7,031,484 7,600,216 6,681,212 —5.0 —12.1 285,544 178,864 
De Bs Bstsaanoeees 12,635,962 14,082,584 12,141,684 —3.9 —13.8 414,498 394,450 
Cam@en, WK. dscvesccess 3,098,649 3,104,726 2,832,330 —8.6 —8.8 106,563 94,993 
Cedar Rapids, Ia....... 3,798,816 3,958,234 3,600,702 —5.2 —9.0 104,846 94,122 
‘hattanooga enn 5,165,629 4,876,263 4,762,046 —7.8 —2.4 131,615 128,066 
Sadeaaen il. = : reer 22,682,118 25,014,972 23,012,079 +1.5 —8.0 744,405 591,263 
Cimcinmati, ©. .cccwsrs 12,607,640 13,319,448 11,387,944 —9.7 —14.5 385,417 335,844 
Ceevereme, Gh. accaeness 15,000,938 16,330,942 13,201,755 —12.0 —19.2 454,831 354,324 
Colmebes Oy. .icercase. cvasenes...._. baponces (eteeene eeee ee 301,569 239,257 
ee errr 15,269,102 16,324,219 15,511,204 +1.6 —5.0 528,468 439,041 
Dayton,  teivescneeeee 10,141,114 11,785,426 9,522,786 —6.1 —19.2 336,882 262,880 
Denver, ets weeseaads 7,792,553 8,030,220 6,560,119 —15.8 —18.3 439,940 130,267 
Des Moines, Ia......... 4,837,069 4,970,226 4,817,234 —0.4 —3.1 157,861 131,371 
Detroit, Mich. .....e«. 16,145,383 17,025,508 13,188,872 —18.3 —22.5 474,422 404,142 
en Se cesceeee 8 6kEREEES 0 06©«*«€C«;WM MO dUlUC(“ié‘é sae ‘eas 221,536 215,764 
| a a errrerrre et 5,415,224 7,031,168 6,678,094 + 23.3 —5.0 207,114 201,474 
Evansville, Ind. ...... 9,790,480 9,701,679 9,304,352 —4.9 —4.1 329,588 290,178 
Fall River, Mass....... 2,640,614 2,675,428 2,405,417 —8.9 —10.1 78,406 62,499 
> Si PPrrrrers 6,840,442 6,965,532 5,327,126 —22.1 —23.8 199.864 168,728 
‘or (37 eo pre 8,604,652 9,037,504 8,001,945 —7.0 —11.5 264,698 236,376 
Gary, tek és : sedbnee ee 4,632,920 5.595.305 4,206,836 —9.2 —24.8 135,803 91,651 
Grand Rapids, Mich.... 7,007,560 7,925,912 6,473,022 —7.6 —18.3 223,188 180,754 
Greenville, 8. C..ccccse 4,520,195 5,152,422 4,880,353 + 7.9 —5.3 138,124 146,130 
Houston, TOE. <ccscses 11,087,526 12,508,174 12,538,380 +13.1 + 0.2 388,206 420,504 
dianapolis, Ind....... 13,434,968 14,213,799 11,915,024 —11.3 —16.2 463,792 422,472 
Saaematibe 3 Serre 6,560,969 7,067,816 6,688,594 +1.9 —5.4 167,104 190,694 
seraey City, Ts Bick cess 1,803,242 1,765,868 1,545,296 —14.3 12.5 50,331 46,635 
Kansas City, ae 1,856,785 2,037,993 2,135,945 +15.0 +4.8 57,113 57,267 
Knoxville, Tenn. ....-- 7,432,005 7.756,140 7,597,553 3.2 —2.1 277,872 239,834 
Little Rock, Ark....... 7,189,579 7,209,384 6,971,308 =—=$.0 a 222,698 210,014 
oe BAemeres, CAbLccccss cevevase 19,718,419 17,622, +i ‘cts —10.6 515,865 459,276 
CAVE BEN: iceeneee s00ba88 12,112,630 10,621,275 peed —12.3 359,775 310,933 
Lynn, Mass. ee ek 7,675,990 7,624,288 5,908, + —23.0 —22.5 215,180 177,478 
Manchester, 7”: Fre 2,670,863 2,809,766 2'760.718 +3.4 —1.8 82,306 69,324 
Memphis, Tenn. ....... 8,457,936 9,207,284 8,540,070 +0.9 —1.3 298,424 273,994 
Milwaukee, Wis. ...... 11,347,860 13,198,614 11,308,776 —0.4 —14.3 471,218 378,620 
Minneapolis, Minn...... 11,334,872 11,262,960 10,126,567 —10.7 —10.1 337,656 342,478 
Moline-Rock Island.... 6,438,468 7,009,441 6,491,436 +0.8 —7.4 226,352 180,404 
New Bedford, Mass.... 2,520,762 2,611,280 2,356,186 —6.5 —9.8 80,220 57,750 
New Haven, Conn...... 6,849,906 7,250,886 6,835,388 —),3 —5.7 230,342 188,776 
New Orleans, La....... 14,883,949 15,370,147 14,106,655 —5.2 —8.2 477,170 459,773 3.7 
tNew York, N. Y......- 48,366,640 49,520,540 43,753,922 —9.5 11.7 1,546,011 1,189,610 23.1 Pr e 
tBrooklyn, N. Y....¢0-. 5,174,195 5,015,044 s 726,849 —27.9 —25.7 131,167 73,367 —44.1 mby 
oo.) i eee 7,371,898 7,343,630 7,025,578 —4.7 —4.3 207,620 204,890 —13 pe 
MIAME, COL ccceccces 5,880,595 5,961,668 5,486,609 —§.7 ——4.9 176,030 140,928 19.9 a 
Oklahoma City, Okla... 8,533,683 9,448,208 9,026,422 + 5.8 —4.5 363,482 289,255 —20.4 ty 
Peoria, Ill Ren Asal &,305,103 8,860,052 7,697,583 —7.3 -13.1 266,564 250,569 6 ey!) 
Philadelphia, Pa, ..... 21,631,449 22,683,306 19,616,300 —=9.3 —13.5 785.371 616,421 21 Lise 
Phoenix, Ariz. 5,691,140 5,504,030 5,788,942 +1.7 +5.2 153,874 145,012 —J.§ i 
**Ppittsburgh, Pa,..... 17,529,022 19,116,776 14,969,038 —14.6 —21.7 620,424 413,672 -33.3 Tn 
Portland, Ore. ...seese 9,203,003 9,925,358 8,955,928 —2.7 —9.8 293,342 275,744 —6.0 Be 
ttProvidence, R. L..... 10,164,382 56, 7G6.005 |  rwbesere eeen eees 5.155 +s; i i #is#ss¢e8 . 
TY I 2. Serre a 7,169,162 8,293,368 7,096,887 —1.0 ~14.4 281,596 244,384 —13.2 Bp: 
tichmond, Va. ........ 10,230,106 10,128,566 9,097,102 —11.1 —10.2 303,996 269,094 “15 of : 
§Rochester, N. Y....... 14,016,863 13,510,063 10,764,737 23.2 —20.3 373,854 303,647 —18.3 Wa 
Sacramento, Cal. ...... 6,761,759 6,759,505 6,046,899 —10.6 —10.6 218,582 168,776 —22.8 Behe 
San Antonio, Tex.... 4,978,582 5,010,761 4,804,071 -—$.5 —4,1 135,146 157,587 +166 GB, 
Can Bete, CAbsiicicace 10,753,028 10,852,626 9,634,978 —10.4 —11.2 71,390 245,674 —%.i s 
1tSan Francisco, Cal... 12,062,469 12,270,163 11,414,803 —5.4 —6.9 324,586 287,215 —11.5 
Seattle, Wash. ........ 7,629,030 7,930,720 7,247,909 —5.0 —8.6 241,934 248,374 +21 
South Bend, Ind....... 6,663,602 7,207,982 5,336,184 -19.9 —25.9 194,579 166,232 —146 
Spokane, Wash, ....... 5,705,935 5,996,004 5,539,590 —2.9 —7.6 152,166 133,350 —124 
i. SOR: Beis ciccdons 13,797,075 14,649,915 13,275,375 —3.8 —9.4 468,010 402,485 —14. 
Bt. Pawl, DRM sos vane 9,985,790 9,329,286 8,596,912 —13.9 —7.9 301,475 270,520 —10.3 
Syracuse, N. Y......... 9,043,446 8,960,257 7,958,305 —13.0 —11.3 264,166 252,154 —4.4 
*Tacoma, Wash. ...... 4,863,701 4,797, 550 4,524,100 —7.0 —5.7 138,558 116,928 —15.6 
a, De @¢scsneens 4,446,208 4,669,046 1,535,872 + 2.0 —2.9 132,132 120,526 —0.0 
Toronto, Ont., Can..... 15,261,357 14,812,984 13,135,486 —13.9 —11.3 460,830 345,047 — 25.1 
3 ok | Oe 2,973,530 3,228,701 3,050,558 + 2.6 —5.5 99,442 91,742 —i! 
3 err 7,704,115 7,451,116 6,922,542 —10.20 —7.1 215,838 208,040 —8é 
Washington, D. C...... 28,246,550 28,317,196 25,743,282 —8.9 —9.1 909,695 830,229 —8. 
Worcester, Mass. --- 9,053,411 9,328,753 ap bigs —6.4 —9.1 290,311 228,515 —214 
Youngstown, ©. ....... 7,018,099 7,001,665 5,573,636 —20.6 —20.4 202,958 158,123 —22.1 
1,  Seevrerrrerrrree 712,474,267 777,369,378 689,890,201 —7.1 —11.3 24,361,125 20,598,515 —15.5 : 
~~ *Akron Times-Press discontinued Aug. 28, 1938. 
tNew York American discontinued June 24, 1937. ™ 
tBrooklyn Times-Union discontinued June 8, 1937. AW. 
§$Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937 Dar 
'tProvidence Tribune discontinued May 1, 1938. Due to storm and flood, figures for week not available. Figures per 
for 1936 and 1937 not included in grand totals. fo 
**No Pittsburgh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike M 
ttLocal strike affecting retail linage. en! 
= — x) 


p. m. teetenns Oct. 10. The pro 
gram is sponsored by Oakland 
Chemical Company, New York, fo 
Dioxogen face cream. 
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1,020 Types 


L J. EST known collection of differ 
ent type specimens and _ all- inclusive 
directory ever published. “Omnibus ° 
Type Faces” covers range of 8,000 § cc 
All U. S. machine and hand fe 

currently used. Invaluable 
book and reference. Send bill or se 
($1.00) to COLTON PRESS, *y' 
114 East 32nd Street, New York, 
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ANA Study Tells How 


‘Cluett, Peabody 
Met Changing Trend 


National Carbon and 
Westclox Advertising 
Also Analyzed 


New York, Oct. 6.—How goodwill 
developed by years of national ad- 
| vertising enabled Cluett, Peabody & 
Sco. to build a market for Arrow 
¥ shirts after a change in public taste 
th reatened the collar business, is 
1 told in the fifth and final volume of 
‘ase studies issued today by the As- 
sociation of National Advertisers. 
4 Other companies covered in this re- 
: port are National Carbon Company 
Sand Westclox division of General 
Time Instruments Corporation. 
’ The series of advertising case 
)studies was undertaken by the ANA 
Sin 1935 and in the five volumes, the 
Bcommittee in charge has reported 
pon 13 companies diversified as to 
Icsize and character, giving a factual 
picture of each in keeping with the 
Hitle of the research: “Organization 
and Operation of the Advertising 
Department.” 
The story of Cluett, Peabody ad- 
mvertising starts with the formation 
lof the partnership of Maullin & 
p lanchard in 1851. After several 
Pchanges the present company was 
mo sania in Troy, N. Y., in 1901. 
“For over half a century,” the re- 
“the collar business of 
‘America was not only confined al- 
most entirely to a single city, but it 
Mwas held within close family rela- 
Htions and connections. Collars were 
just collars. Manufactured lines 
"were identical. If leadership was to 
be won in any way it could only be 


by aggressive selling. Early in this 


period Cluett, Peabody & Co. be- 
kame a consistent advertiser. All 
types of media then existing were 
lised, the copy for the most part 
Zeaturing the ‘Arrow Collar Man’ 
®nd the brand name in small space. 
Before many years had passed the 
Space was increased to pages in 
Jeading magazines and when color 
Was introduced, about 30 years ago, 
the company was one of the first to 
Make use of it. 

“Having established the trade 
Mame ‘Arrow’ through this consis- 
tent and competent advertising, the 
Mompany set up numerous stock- 
ooms throughout the country and 
laced the ubiquitous Arrow collar 
lisplay cabinet in nearly every re- 
Bail outlet. Three things may be 
aid to have won for Cluett, Pea- 
dy, leadership in the collar busi- 
1ess—general advertising, point-of- 


Bale display and consistent trade 
gontact. 

: 

i Cites War’s Effect 

| “Things went along almost with- 
Out marked change until the World 


War which had its effect on the col- 

industry as it did on business 
#enerally. After taking off the uni- 
forms which they had donned to 
enter the service, young men balked 
#' returning to the old stiff collar. 
AS a result the soft shirt, with col- 


] ittached, became increasingly 
popular. It is no discredit to ad- 
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AME BAD Chomee cam heen the beget evar 
cay etn lhe cart cart. Pe a tenrgiin wt 8-6 
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ch i in n place eed s zee 


ARROW COLLAR MAN WEARS SHIRTS NOW 


$2- $2.25- $2.50. $3.50. $5. SANFORIZED SHRUNK—A NEW SHIRT TF ONE EVER SHRINA® 


A shift in male fashions following the war demoted the famous Arrow collar hero (recalled at left from The Saturday Evening 
His passing, however, paved the way for a Cluett, Peabody campaign on Arrow 


ter of 1914) to the realm of memory. 


vertising that the vigorous cam- 
paigns promoting the starched col- 
lar failed to stay the trend. It was 
more than a style whim, it was one 
of those about-faces for which 
American enterprise is celebrated. 

“Once convinced that men 
wanted their collars attached, Clu- 
ett, Peabody decided to devote the 
larger share of its Arrow shirt line 
to that style. All of which pre- 
sented further difficulties. There 
were already some 900 shirt manu- 
facturers scattered throughout the 
country. Few shirts carried manu- 
facturers’ brands. Special deals, 
bargain prices, fluctuating quality 
and advertising allowances were 
the order of the day. 

“To get away from this situation, 
Cluett, Peabody brought out a full 
line of Arrow shirts in 1929, with 
a fixed selling policy of maintained 
prices and no special discounts or 
advertising allowances. Later the 
depression increased resistance to 
maintaining prices but, backed by 
prestige of product and Arrow ad- 
vertising, the company stuck to its 
guns, preferring to improve quality 
rather than compromise on price.” 

One important step in this im- 
provement of product, the report 
points out, was the development of 
the Sanforizing method of shrink- 
ing which allowed the same preci- 
sion in sizing shirts that had been 
common in sizing collars. Sanforiz- 
ing was done by means of a ma- 
chine invented by Sanford L. Clu- 
ett which practically revolutionized 
the business. Soon other convert- 
ers and finishers were licensed to 
use the equipment on a royalty ba- 
sis. And then Cluett, Peabody re- 
alized that it was faced with the 
responsibility of promoting the San- 
forized process to consolidate the 
position of its own product as well 
as to maintain the demand for San- 
forizing equipment in the trade. 

“But there were difficulties,” the 
report says. “The company had no 
fabric to sell, only a process of 
treatment. This treatment made no 
appreciable change in the appear- 
ance of the fabric or garment and 
an over-zealous clerk could easily 
mislead the customer. To meet the 
problem, it was decided that all 
factors connected with a particular 
product must be worked on at the 
same time. 

“Along about 1933 the Sanfor- 
ized-shrunk division began getting 
individual garment makers to put 
out one line—usually a high qual- 
ity——made of Sanforized-shrunk 
material, and identified with the 


manufacturer’s own trade name and 


TGIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - 


ADVERTISING AGENTS 


tisers’ case history of the company. 


the words ‘Sanforized-shrunk’ on 
the label. These garments were ad- 
vertised in class and general maga- 
zines and trade papers. 

“Rapid expansion of the process 
resulted. Soon piece goods were in- 
cluded. About 1935 the company 
began to advertise Sanforized- 
shrunk as being available in all 
grades and types of cotton goods. 
Laundry owners and soap manufac- 
turers were induced to promote the 
use of Sanforized-shrunk fabrics to 
increase their business and relieve 
them of unmerited criticism, and 
cotton slacks for men, made prac- 
ticable by this process, are said to 
have taken many laundries out of 
the red. 

“In 1930 there were three San- 
forizing machines in operation; in 
1932 there were 17 licensees, and in 
1938 there were 90, with 157 ma- 
chines, 123 in the United States and 
34 in foreign countries.” 

In advertising Sanforized-shrunk 
fabrics and garments, Cluett, Pea- 
body used general and class maga- 
zines, as well as farm papers and 
trade papers. Meanwhile, advertis- 
ing of Arrow shirts continued 
apace, given impetus by the Sanfor- 
izing story. 


Three Ad Managers 


The ANA study gives a complete 
picture of the Cluett, Peabody ad- 
vertising organization. The adver- 
tising department was established 
as an individual unit and still func- 
tions as such. Broad supervisory 
powers are vested in the vice-presi- 
dent in charge of advertising who 
reports directly to the president. 
Under the vice-president is an ad- 
vertising manager for the Sanfor- 
izing division; an advertising mana- 
ger for Arrow, and a Canadian ad- 
vertising manager. 

The Cluett, Peabody advertising 
appropriation, determined by the 
“objective and task” method, is pre- 
pared by the vice-president and the 
advertising manager, in each divi- 
sion, together with the agency. No 
part of the appropriation is carried 
over from one year to the next. 
Public relations work is entirely 
under the supervision of the direc- 
tor of advertising and the advertis- 
ing managers. 


Integrated With Sales 


National Carbon Company’s his- 
tory, while not producing a corre- 
sponding story of shifting trends, 
does point to creation of worldwide 
acceptance for a variety of products 
through consistent advertising. 

National Carbon’s advertising de- 
partment, in contrast to that of Clu- 
ett, Peabody, is an integral part of 
the sales department and has been 
since its formation in 1922. It is 
concerned chiefly with marketing 
merchandising and advertising of 


shirts, a drive that still continues as shown today at right. The changed strategy is told in the Association of National Adver- 


what the company terms its “pack- 
age goods,” and is quite separate 
from advertising sponsored by the 
Union Carbide Company, another 
National Carbon division. 

Briefly summarizing the com- 
pany’s history, the study lists its in- 
corporation in 1917 as successor to 
the New Jersey corporation of the 
same name, and explains that use 
of the name “Eveready” grew out 
of the acquisition of the American 
Eveready Company in 1913. In 
1926 the company acquired the 
“Red Seal” battery business of the 
Manhattan Electrical Supply Com- 
pany, and, later, the business of the 
Corliss Carbon Company.  Prod- 
ucts under jurisdiction of 


the 


company’s advertising department 
include Eveready batteries, carbons, 
brushes and electrodes, fiashlights, 
anti-freeze, therapeutic carbons, 
rust and corrosion preventative and 
a cooling system cleaner. 

The study comments: “With but 
few detours the company has fol- 
lowed the course it laid down 20 
years ago. Products have been 
changed or discontinued; new prod- 
ucts have been introduced; adver- 
tising plans have been re-created to 
meet these changes in merchandise 
and the vicissitudes of the changing 
times but the name ‘Eveready’ has 
continued to hold its own in the 
marketplace and to influence the 
buying public in its selection of Na- 
tional Carbon products.” 


National Carbon Set-up 


The advertising manager for Na- 
tional Carbon, a chart included with 
the study shows, functions under 
the direction of the vice-president 
in charge of sales. Department 
management, agency, plans and re- 
search are listed as the advertising 
manager’s tasks. Aiding him is the 
assistant advertising manager whose 
tasks include publications, agency, 
plans, publicity and budgets. Be- 
neath these executives are four ma- 
jor departments, comprising the 
various facets of company adver- 
tising. 

“Advertising expenses,” the study 
says, “are directed and controlled 
by budget which the company sets 
up for each product sold domes- 
tically.” 


“Hello, Mr. SCHULENBURG” (Gardner Adv. Co.) 


ay MARKET ? 


Yep, 445,000 people in Idaho. 
But . . . there are 805,000 in 
Peorlarea! Concentrated. too, in 
an area where both rich farms 
and large industrial plants keep 
buying power higher than aver 
age. Remember, you can cover 
Peorlarea with just one station 
*—WMBD! 


vertising Age. 


WANTED 


Advertising 
Manager 


Manufacturer of major electrical appli- 
ances, with national distribution, is looking 
for a strong man to head up its advertising 
and promotion department. 
this industry an advantage but not abso- | 
lutely necessary. This man must possess 
the ability to organize and conduct cam- 
paigns in conjunction with sales depart- 
ment. Platform ability essential. Only sea- 
soned and mature men will be considered. 
Position open at once. Present Advertising | 
Manager is moving into sales department. 
In application please state age, experience 
| and general background; also please sends 
photograph of yourself. All correspon- 
| dence confidential. Address Box 1541, Ad- 
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1 SINGIE POSE wo ssc i 0 


aesthete, but most people like flowers in bunches. Ham and eggs will feed the 


hungry, but most people like restaurants with menus. A store might subsist on 


one line of merchandise, but most people like a selection. And when you run a 
Yj Paes al a ie wnat wane” 
. store, Or an advertisement, or a newspaper... you learn to take *“*most people 


quite seriously. You use as many inducements as possible to draw people, hold 


their interest. 


So this newspaper has six stellar performers on its editorial page, four great 
names on its financial page; at least seven well known and welcomed by-lines 
on its sports pages; a squad of eminent and competent woman contributors on 
its women’s pages; a staff of society reporters who get out the brightest society 
pages and smartest Sunday society section of any newspaper; and scores of 
interests for all kinds of readers. 

Over-featured? Not at all! Over-cautious, perhaps, and maybe a little lavish. 
But the lavishness is our circulation insurance ... more than 600,000 copies 
daily, 1,050,000 copies Sunday; and your advertising insurance! Because every 
Journal-American page has something to make readers stop and look! That stop- 
and-look content puts your advertising on the best traveled advertising highway 
in this country’s most important market! Keeps your advertising from being 
stranded in some editorial backwater or bypath! Makes every page the inevitable 
cynosure of interested eyes! Puts plus value in white space and every agate line! 


Major circulation in a major market . . . extra visibility that adds extra reader 


attention—and readers ... and an extra low milline with the recently reduced 


rates! . . . Are you overlooking today’s Journal-American for today’s selling job 
* in the first American market?. .. Get better acquainted with this newspaper 
J = ; . . . + . . . . 
Ja bf A from a value viewpoint; and New York will get better acquainted with you! 
my cal ad 


r NEW yoRK journal-American 


Nationally represented by HEARST INTERNATIONAL ADVERTISING SERVICE, Rodney E. Boone, General Manager. . . offices m 


NEW YORK- CHICAGO - DETROIT - PHILADELPHIA - PITTSBURGH - BOSTON - ROCHESTER - BALTIMORE - ATLANTA SAN FRANCISCO-LOS ANGELES « SEATTLE 
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PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


if oo 


OLD POSTER BACK 


CALIFORNIA VISITOR SPEAKS 


eer se 


“YOU 
Southern Californians 
ARE TOO MODEST” 


ae ae 


Ae anes eee 


Lock. ony quel sir! Look ot vour Los Angeles. Larger than Rome 
not counting the other lovely cities mearky. Here's a phase of 
Southern Californie that leaves vistors simply widecyld, Do vou 


teshac that here @ ome of the most cunous and toteresting Contes 
mm the world). Where do (mertca’s most Gomes writers aod qos 
crams biwe coday ? Whore do oor big radio shows come from? Where 
do they make the taste airplanes? Where are they building the 
world’s largest telescrpe ? 


A oF ad : 
STOP THIS SLAUGHTER 


NEW BUICK POSTER FOR THE 1939 SEASON ! 


“Where de many of our newest fashions come from — coped by New 
York and Paris? And our tenn ster? Aad our movies * And oar 
popular songs? People here ave doing things The place ts alive 
aod excttng Yoo have your depressions aad wnemptorment prob 


lems bike the rest of us. lat you meet chew with « smile, Uve never 
knows » place so gay. Hf 1 were you, fd tell people chat Southern 
Califormsa w as good » tunic for the miad as for the bucty ~ that i's 
teive a stunolstiog as other vacationtands.” 


MODEST OA NOT-THE TRIP IS EASY AND IMEXPENSIVE 


Even from New" €pek. Southern ¢ aliforaia is post overnight by 
plane; 24 0 3 dys Fv tran; 5 to 7 by auto oF stage. Aad vacation. 
custs here average 22.6% under those of 20 other leading U8, 
resorts. Vou ll find accommodations for every taste io Low Angetes, 
Hollywood, Pasadeua, Glendale, Beverly Hille, Santa Moaica, 
Long Beach, Pomona aad other cities in and near Los Angeles 
County 

FREE: Unique New Book Plans Trip for You 


This ¥0-page Official Guite Book ~ widely scclaimed by trayel 
experts ~plans tap from wart to boush: what to see and de, how 


Yin "VE tathed and talked about wour perfect. )eatround 
chenate...your blue shies, your sunsb 

gol courses, your recng season. the grand opportunites 
for test and play 


«...yout palo tringed 


ee ee ee ee ee ae ee ee SRE Ee He 


toy get here, Hime required, wemieed cost schedules, plus over 100 | 
photographs, maps, ete authentic facts available only through 
this non-profit Community ongatration, Coupon brings i ORre. 
When yeu errive, make your first stop our Official Laformacnon ¥ 
Bureau, 505 Weat 6th St. Los Angeles, for Hitique services, ae | r 
suring greater cnyoyment fram your stay here. Popes, of course. 4. 7 Ee he 
PS Don't foil to see the great Colden Gate Expoution at San hs 
Francisco only @ few hours away. Starts Pebraary 1% }* 
; 
All-Yeor Ciub of fovenceneees MAIL COUPON TODAY «00.00 ! 
sourmenn Al Year Chub of Semahern Catipormin é 
CALIFORNIA aa { 
, 
Come to California fora ' ‘ 
glorions cacation. Ad. ey, zs 
rise anyene aot to come pi 
seeking creployment, 
lest he be disapponted 
woods and wrange gruves...cheilling contensts cight here in but for todPists, the wt 
your front yard... it's all ee, but fail! say wou're too fractions ave wnlemited. 
maondost is Ohy oe Pana aN m 
(Phowsn prime wane aad mehroes) | ‘ 


The All-Year Club of Southern California, having sung the virtues of its state for 

17 years, will let the tourist take the rostrum in a new magazine drive. As a 

matter of fact, the tourist proves himself an even stronger booster for the state 

than the native son, taking up where the latter leaves off to relate attractions 

such as the city's size and the many talented people who live there. (Story 
on Page 2h) 


Newspapers, magazines and radio are also featuring this slogan in their advertising columns 


CAMERA FOLLOWS ANA CONVENTIONEERS OVER HOT SPRINGS GOLF COURSE 


Above: Two foursomes study results at the 18th hole—R. D. Black, Black & 


Just before the tee-off: S. H. Giellerup, Marschalk & Pratt; Gordon Har- 
Decker Mfg. Co.; Niles Trammell, National Broadcasting Co.; John Platt, 


graves, Newsweek; S. L. Meulendyke, Marschalk & Pratt; and R. L. Lloyd, 


Kraft-Phenix Cheese Corp.; and Guy A. Osborn, Osborn, Scolaro, Meeker 

& Co.; Mason Britton, McGraw-Hill Publishing Co.; Guy C. Pierce, Roche, 

Williams & Cunnyngham; Chester H. Lang, General Electric Co.; and 
Graham Patterson, Farm Journal. 


Left: Ken Dyke, National Broadcasting Co., makes a beautiful exit from a 

sandtrap onto the 8th green. Below: Charles Culp, du Pont; Robert E. 

Grove, Ketchum, McLeod & Grove; Ralph Winslow, Armstrong Cork Prod- 

ucts; Ellsworth Geist, S. D. Warren Paper Co. The threesome, watching their 

fellow-sufferer Ken Dyke: P. K. Leberman, Family Circle; W. P. Rogers, Cali- 
fornia Packing Corp.; and Ray Peterson, Stokely Brothers & Co. 


International Nickel Co. Another quartet gets ready to shoot: Arthur B. 
Hill, Johnson & Johnson; Ned Doyle, Look; A. R. Clapham, Johnson & 
Johnson; and T. C. Hicks. 


Right: Paul McElroy, Ethyl Gasoline Corp., takes time out to watch some 

fancy tennis. Below, two foursomes just winding up the day's toil: G. B. 

Sadler, Time; Robert Waddell, Hamilton Watch Co.; Frank Moore, BBDO; 

and John Young, Armstrong Cork Products. And finally, Carl Ruprecht, 

Underwood-Elliott-Fisher; Maurice Saunders, Lithographers National Asso- 

ciation; Arthur E. Tatham, Young & Rubicam; and Kenneth Laird, Weco 
Products Co. 
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Phoenix looks to its educational facilities for the teaching of more than the 
three ‘‘R’s’’—reading, ’riting and ’rithmetic! For instance, its high school 
plant covering six acres, with 22 buildings, a trained staff of 227, and a 
stadium of 10,000 seaiing capacity, was “outgrown” in 10 years! So just last 
month Phoenix citizens voted to spend $1,671,817.00 for an additional high 
school, a new junior college and modern gymnasium to care for 6,603 
students. Construction on these new schools starts November 3—boosting 
building, boosting business, making it more evident that — if you want to 


make sales, advertise where sales are being made! 


BLANKETING THE GOLD NUGGET OF WESTERN MARKETS 


“Serving Arizona With The Best In Radio” 
DICK LEWIS, General Manager 
BOB HALL. National Advertising Manager Representatives — the KATZ AGENCY — New York, Detro®. 
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